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Rough Proofs 


Objection is made to such terms as 
“mammoth,” “colossal,” and “jumbo” 
for olives. Perhaps the California 
packers could persuade the industry 
to call the really big productions 
“stupendous.” 
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A cafeteria is arranging to attract 
the family trade by running movies 
Thursday evenings. Then if little 
Willie chokes on his spinach, he can 
be promised a glimpse of Popeye. 
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An advertising directory lists a 
Milwaukee motorcycle company’s 1938 
appropriation as $75,000,000. The 
poard of directors should adopt a 
resolution expressing their thanks 
for the compliment. 
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The electrical industry is all set 
to install 1,500,000 new water heaters 
before the end of 1941, but that’s a 
long time to wait for hot water. 
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Electrical utilities allied with gas 
companies must have a guilty feeling 
when they start telling the public 
how much better kilowatts are for 
cooking and heating. 
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Gladys, the beautiful receptionist, 
says that agency which now has a 
soft drink, a beer and a whisky ac- 
count should be very proud of its 
liquid assets. 
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Now that bran and cathartic man- 
ufacturers are fighting vigorously 
for the big end of the laxative mar- 
ket, both sides will have to guard 
themselves against any tendency 
toward loose talk. 
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Just when everybody had agreed 
that all Washington bureaus are 
concerned about is more power, the 
FCC comes along with a disclaimer 
of interest in fixing advertising 
rates, 
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Perhaps the Federal Communica- 
tions Commission decided after 
Wrestling with the Mae West un- 
Dleasantness that it has plenty of 
headaches just as it is. 
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In undertaking the soft drink con- 
cession at the New York World’s 
Pair, Coca-Cola has agreed to find 
three other good 5-cent products. 
Maybe they could supply Cola-Coca, 
ColaCola and Coca-Coca. 


* FF F 


With United Air Lines providing 

‘ee iransportation for wives, H.R.B. 

fears that husbands will have just 

. more excuse for getting up in 
alr, 
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- tabulating mileage for Gotham 
-yeid through pedometers worn 
“ attractive researchers, scientific 
ting has scored another home 
v , 

~~ Stove leaguers, mourning the 

“' glories of Babe Ruth, turn with 
on and affection to the hold-out 

Paign of Jolting Joe DiMaggio. 
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RETAILERS WILL 
SPEND SAME SUM 
BUT SQUEEZE IT 


NRDGA Leaders Reveal 1938 
Promotion Plans 


(Additional NRDGA stories, detail- 
ing consumer relation advances, fair 
trade opinions and packaging contest 
results are on Pages 4 and 6.) 

New York, Feb. 4.—In the face of 
increasing overhead and added tax 
burdens, advertising and merchan- 
dising executives who attended the 
National Retail Dry Goods Associa- 
tion convention here this week 
agreed that promotion expenses dur- 
ing 1938 will undergo hypercritical 
analysis to develop a higher degree 
of productivity, if budgets them- 
selves are not slashed. 

At the same time the retailers 
pledged concerted action toward pro- 
moting “truth in advertising” stand- 
ards and urged that every effort be 
extended to make advertising infor- 
mative as well as accurate. Delegates 
were also urged to “take thoughtful 
cognizance of the growing consumer 
demand for informative labeling in 
merchandise of all description where 
the absence of such labeling may 
tend to create confusion, misrepre- 
sentation and eonsumer dissatisfac- 
tion.” 

At the annual banquet which 
brought the four-day meeting to an 
end, Saul Cohn, president, City 
Stores Company, New York, was 
elected president of the association, 

(Continued on Page 32) 


A Perfume for 
Each Gown New 
Coty Approach 


New York, Feb. 3.—To promote a 
new conception of perfume that de- 
mands different “scent-backgrounds” 
for each scene of a woman’s day, 
Coty, Inc. has launched a campaign 
to make women change their per- 
fume as often as they do their gowns. 

Using full page insertions, domi- 
nated by photographs showing the 
various “scenes” in a woman’s day, 
the campaign will stress increased 
joy of living when using different 
scents for different activities and 
times of day. Copy will be brief, con- 
cerned with the compass of Coty per- 
fume types, and will appeal to women 
to “play each scene of your life with 
a perfume obligato.” 

Actual bottle displays and individ- 
ual brand promotion will be subordi- 
nated to the candid-type photographs 
and the general romantie appeal. The 
campaign will appear in Harper’s Ba- 
zaar, The New Yorker, and Vogue. 
Brown & Tarcher, Inc. is the agency 
in charge. 
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Voice of the Advertiser 


Sets Minimum Price In 


LEADERS UNFOLD HECKER PLAN 


L. E. BOOTH reads the formal announce- R. B. BARTON presides with serious 
mien at the roundtable. 


ment of Hecker Products’ price main- 
tenance program. 


Heinz Electric 
Kitchen Widens 
Can Soup Scope 


Pittsburgh, Feb. 4.—Breaking down 
barriers which have prevented soups 
from achieving the volume earned by 
intrinsic value and heavy promotion, 
H. J. Heinz Company today an- 
nounced a sensational distribution 
plan based on two-minute service in 
restaurants and luncheonettes. 

The gadget which makes the inno- 
vation possible is an electric cup 
which enables the restaurant opera- 
tor to “heat the soup before your 
eyes” in quick time. Just as impor- 
tant, however, is an elaborate and 
impressive display of canned soups 
which Heinz is presenting to the pub- 
lic and restaurant men as the “elec- 
tric soup kitchen.” 


MAURICE L. HORNER, JR., pledges 
hearty co-operation of wholesalers. 


Focus on Luncheonettes 


Heavy advertising of the new dis- 
tribution idea has been undertaken 
through Maxon, Inc., Detroit, the 
initial color page breaking in this 
week’s issue of The Saturday Evening 
Post. Efforts will be centered, it is 
reported, on the smaller restaurants, 
where space is limited, hence many 
operations are carried on in full view 
of the customer. The first copy pic- 
tures two establishments of this kind 
where soup has been given a new 


(Continued on Page 33) 


STEWART W. COLEMAN voices an 
aside at the conference. 


Last Minute News Flashes 
Celler Introduces Tydings-Miller Repeal Bill 


Washington, D. C., Feb. 4.—-Congressman Emanuel Celler, of New York, 
today introduced a bill calling for repeal of the Tydings-Miller law. 


Ray Weber to Leave Schlitz March 1 
Milwaukee, Feb. 4.—Ray Weber has resigned as advertising manager 
of Jos. Schlitz Brewing Company, effective March 1. Mr. Weber has held 
the post since repeal of prohibition. No successor has been named. 


Soviet Theater Festival to Feature Intourist Copy 
New York, Feb. 4.—The sixth Soviet theater festival and the Moscow 
Agricultural Exhibition will be featured in a heavy campaign by Intourist, 
Inc., travel bureau of the Soviet Union, during the next six months. Thirty 
newspapers in 19 cities and 20 general and educational magazines will be 
used by L. D. Wertheimer Company, the agency in charge. 


Federal Court Upholds Outstate Beer Ban 


Detroit, Feb. 4—A three-man federal court today upheld the Michigan 
Liquor Control Commission’s ban on importation of beers from 10 states 


which levy taxes on Michigan’s products. The ban is effective March 14. 


Maytag Washing Machine to Change Agencies 


Newton, Ia., Feb. 4.—The Maytag Company is withdrawing its account 


from Cramer-Krasselt Company. No agency has been announced yet. 


Food Field 


Hecker Products Contracts 
With Wholesalers; Believes 
Others Will Follow 


Chicago, Feb. 3.—The dike 
against price maintenance in the 
Brocery field was slit here yester- 
day when officials of Hecker Prod- 
ucts Corporation, New York, signed 
contracts with wholesalers under 
the local fair trade act for Gold 
Dust and Silver Dust and revealed 
plans to spread price maintenance 
on these products throughout the 
other 41 fair trade states as rapidly 
as possible. 

The move, exclusively through 
wholesalers, was cited as the first 
nation-wide resale price mainte- 
nance effort in the food retailers’ 
field and enthusiasm voiced by local 
leaders at the anouncement carried 
such phrases as, “This is the signal 
for all manufacturers in the food 
field to climb on the bandwagon.” 


Recall White King Withdrawal 


Hecker Products, it was also re- 
vealed, plans to put aggressive ad- 
vertising in newspapers and radio 
back of the move as soon as the 
mechanics can be set up. 

The move was announced to a 
meeting of newspaper and business 
paper representatives by a group in- 


cluding. Stewart. W. Colonsay eg. . 


eral manager of Hecker Pre 4 
L. E. Booth, soap division sales’ 
manager; Maurice L. Horner, Jr., 
president, Durand - McNeil- Horner 
Company, wholesale grocers and 
president of the Illinois State Fair 
Trade Association, and L. E&. 
Scriven, R. B. Barton and J. C. Lieb, 
of Batten, Barton, Durstine & Os- 
born, Inc., agency in charge. 

While White King Soap Company, 
Los Angeles, tried resale price con- 
tracts west of the Mississippi and 
withdrew them a month ago, as re- 
ported in ApverTistInc AGr, Dec. 27, 
and Colgate-Palmolive-Peet recently 
entered fair trade contracts in two 
states, Hecker officials pointed out 
that the White King move differed 
in that its contracts were based on 
a co-operative advertising agree- 
ment with dealers and the Colgate 
essay is Hmited in scope and in- 
volves direct retailer contracts. 


Set $4.70 Minimum 


Specifically, Mr. Booth reported 
that the current Illinois contracts 
call for a minimum price of $4.70 a 
ease on Hecker products as con- 
trasted with competing cut prices of 
approximately $4.40. The contracts 
will insure wholesalers a margin of 
5 per cent against present cost sell- 
ing or, at best, % per cent profit. 

An interesting sidelight to the 
meeting was a report of S. M. Libit, 
secretary of the Wholesale Grocers 
Association of Chicago, who said that 
price-cutting in the grocery field is 
rampant and that thousands of dol- 
lars’ worth of national brand mer- 
chandise is being sold by commission 
salesmen at no profit to themselves 
or to the wholesaler in the price-free 
grocery field. 


Cite “Major Offenders” 


Soaps, canned goods and cereals 
were cited at the meeting as major 
offenders in the price-slicing situation 
with the drug field pointed to as a 
laudable example of advantages to be 
obtained from price maintenance. 

“Not only will such price mainte- 
nance efforts as this put forth by 
Hecker Products protect grocers 
from invasion by drug stores in the 
products they long have distributed,” 
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ADVERTISING AGE 


February 7, 193% 


said Mr. Horner, “but if profits are 
assured in distribution of nationally- 
advertised products, this will cut off 
inroads of private brands.” 


As for ultimate consumer pric- 
ing, Mr. Booth pointed out that the 
Hecker contracts are with whole- 


salers, putting the policing problem 
up to them, and that the move will 
not entail a change for the consumer 
except as the products are now used 
as loss leaders. 


Set Local Tobacco Price 


In connection with policing, Mr. 


Chrysler Divisions 


Corporation advertising staff for 
years, has been 


mouth division. 


Macy Starts Education 


Make 3 Promotions 
W. B. Chapoton, on the Chrysler 
10 
named advertising 
manager of the export division, with 


regional manager in Chicago and St. 
| Louis, also has been named assistant 
| general sales manager of the Ply- 


GLEN BUCK, OF 
MANY TALENTS, 


W. R. Fry, former assistant adver- 
tising manager of the New York 
World-Telegram, as assistant. 

Lee D. Cosart, former Dodge 


Veteran Advertising Agent 
Dies in Chicago 


Lipit revealed that local ; ~engaerod of Public on Buying | 

dealers recently, after failing 1e | : ; a | ; , 

said, to get “protection” from na- scien "uk demaeattaaion eomeaaaae | Chicago, Feb. 3. — Glen Buck, 
tional manufacturers in the form of | information about underlying quality |S°teman of the old school, who 
fair trade price maintenance con-|of merchandise, R. H. Macy & Co. |fought tooth and nail to preserve 
tracts, banded together and set mini-| will use newspapers and Station |the dignity of the advertising he 
mum prices themselves. They were | WOR in a five-day-a-week campaign |served so well, died suddenly today 
challenged on the grounds of action to start Feb. 7. The radio program |of a heart attack at his home in 


in restraint 
solved when it was shown that unre- 
stricted trade had brought average 
distribution margins to ¥% per cent 
and at least 4 per cent was demanded 
for solvent operations. 

The Gold Dust and Silver Dust 
minimum price announcement was 
accompanied by announcement of a 
new dish towel premium offer which 
will also be promoted in advertising 
to be placed behind the new trade 
set-up. 
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of trade but were ab- 


of the Air. 
be mentioned. 


ANA Fights Jersey 


No specific 


mark registration 
an annual $10 fee. 

The bill, similar 
three years ago, 
| $10,000,000 annually for relief. 
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( EQUIPPING - FURNISHING - DECORATING - + MAINTAINING - REMODELING 
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HOTELS @ SCHOOLS @ COLLEGES @ 
RESTAURANTS @ OFFICE BUILDINGS 
@®GOVERNMENT INSTITUTIONS 


farses] MILLIONS BUDGETED FOR ’38 
waco cons EXPANSION AND EQUIPMENT 


EMULE? Sroring From Scratch With Bugs|0?Taatse sn0Wn 
"fon te eo MORPATIBN EAT | STRESS DISHWASHING 


Mow « Miner Factor eee; 


~ Sir enw oe seetpeae spree ‘ASE 


will feature the Consumer Quiz Club 
brands will 


Trade-Mark Bill 


The Association of National Adver- 
tisers has taken leadership in a fight 
on the New Jersey bill to make trade- 
compulsory with 


to one defeated 
is intended to raise 


IT —a1 5 


Evanston. Mr. 
| old. 

During his distinguished career, 
|Mr. Buck served some of the largest 
manufacturers in the United States. 
Many were not so large when he 
took over their advertising, and may 
justly attribute their enduring 
growth to the groundwork laid by 
the Chicago agent. The list includes 
Ford Motor, Lincoln, Packard, Stutz, 
Mimeograph, Schaeffer Pen, Horlick. 
Of these, it is to be noted, only one, 


Buck was 61 years 
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HOSPITALS © SANATORIUMS @ 
CLUBS @ DINING CAR SYSTEMS @ 
STEAMSHIP LINES @ ASYLUMS, ETC. 


There are MILLIONS in this Market 


Proof of the fact that millions 


1938 is revealed by a nation-wide survey made 


among all classes of institutions, 
lead article of the last issue of 


The manufacturer who is going to obtain his 


full share of these MILLIONS t 
pended in the institutional field 
sell the equipment-minded men 
actual spending of the money. 


an advertising medium which will enable him 
to make his message heard above the clamor 


of increasing competition. 


Because INSTITUTIONS reaches the more 


than 55,000 equipment-minded 


spend enormous sums in 1938 and because it is 
read by these men—it is your outstanding 


medium to place before them 
of your product. 


INSTITUTIONS is the meeting place of the 


field to discuss their kindred pro 
its readers fully informed on 


equipment and activities of personnel through- 


will be spent in 


reported in the 
INSTITUTIONS! tive state of 
of their need 
hat will be ex- 


must reach and 


who will do the maintaining 
He must have operation. 


men who will 


the advantages 


out the field. 
content also emphasizes the manufacturer's 
sales message by placing its readers in a recep- 


This interesting, helpful editorial 


mind. It constantly reminds them 
of keeping their institutions abreast 


of modern advances made in the field . . . of 
their need for replacing old equipment and 


the highest standards of efficient 


Formerly, the manufacturer of products used 
by institutions found it necessary to use several 
advertising mediums in an attempt to reach this 
huge market. 


Each of these papers covers the 


specialized problems peculiar to the particular 
type of institution it is serving. In most cases, 
each is doing a good job. But the manufacturer 


whose product is used in more than one type 


blems. It keeps 
new methods, 


of institution had to use several in an effort to 
reach his market. 
plished through one paper—INSTITUTIONS— 
Economically and Effectively. 


Now, this can be accom- 
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AGENCY LEADER PASSES 


Buck, veteran Chicago 
wenden, who died Feb. 3. 


agency 


Stutz, has passed into the advertis- 
ing graveyard, and experts assert 
that this was a manufacturing, 
rather than an advertising failure. 


Wrote Many Books 


Mr. Buck was a prolific writer, and 
it is said that many accounts came 
to him voluntarily, as a result of his 
books. Among his contributions to 
the literature of advertising were 
‘Trade-Mark Power,” one of his earl- 
iest and best books, penned in 1916; 
“This American Ascendancy,” 1927; 
“The Cost of Confusion,” 1929; 
“What’s the Matter with Advertis- 
ing?’ 1934, and “What People Want,” 
1935. 

While some of his books of later 
years took the form of a bitter la- 
ment, his last volume indicated that 
the veteran advertising Man was 
beginning to be more objective in 
his writings, though still amazed by 
some of the things taking place 
around him. He was in a recalci- 
trant mood in 1934 when he put the 
finishing touches on “What’s the 


Matter with Advertising?” 
Steps in Career 
Mr. Buck started his business 


career on the old Chicago Record in 
1901, and the following year became 
advertising manager of the strug- 
gling young Olds Motor Works. 
After a year there, he became as- 
sistant advertising manager of But- 
ler Brothers, Chicago. His immedi- 
ate boss there was F. S. Cunning- 
ham, who stayed with Butler Broth- 
ers to become president, a post he 
still fills. 

Mr. Buck left Butler Brothers in 
1909 to establish his own advertis- 
ing agency. One of his accounts was 
that of an upstart young Detroit me- 
chanic, who had the notion that he 
could build better motor cars than 
anybody else. Mr. Buck became in- 
timate with this fellow, one Henry 
Ford, and Ford indicated that Buck 
was too valuable to dissipate his en- 
ergies on everybody’s advertising. 
Buck, therefore, shortly went up to 
Detroit to be advertising manager 
for Ford. 


Views on Advertising 


Mr. Buck’s last reform wave was 
launched no farther back than last 
November, through the advertising 
pages of ADVERTISING AGE. 

“Why-why is it that forthright 
business has been so amazingly in- 
articulate?” he demanded, adding a 
few paragraphs later: ‘If American 
industry has lost anything of the re- 
spect and confidence it deserves, a 
high contributing factor has been 
careless ugly, Knavish advertising.” 


FTC Cites Office 


Furniture Makers 


The Steel Office Furniture Insti- 
tute, Cleveland; Tidewater Office 
Equipment Deliverers’ Association, 
Norfolk, and a group of manufactur- 
ers, including Remington-Rand, Yaw- 
mann & Erbe Mfg. Company, Art 
Metal Construction Company, General 
| Fire Proofing Company, Globe-Wern- 
icke Company and Shaw Walker 
| Company were charged with illegal 
| price -fixing on office furniture and 
equipment in a complaint issued Feb. 


3 by the Federal Trade Commission. | 


General Motors Corporation Monday 


| 
| tory of the industry are the basic 
| economic factors for these favor 
| / able forecasts... and WKY s the 
| logical means of translating this 
| ability to buy into definite 2% 


| WR Mo ssesone dt 


CAR INSTALMENT 
METHODS SOUN) 
SAY PRODUCER 


Detroit, Feb. 


3.—Present auton 
tive instalment terms are perfec 
sound, according to sentiment ¢ 
pressed informally at a meeting » 
the Automobile Manufacturers 4, 
sociation here today. The seggj 
started yesterday and covered 

wide range of subjects. 

Leading automotive and finan, 
companies are expected to sub; 
a report to the government outliy 
ing their attitude on _ instalme; 
selling, as a result of the Pres 
dent’s recent query as to whethe 
high pressure salesmanship an 
long terms might not have contri), 
uted to the present slump. 


| 


Disagree on Report 


While the two groups agree with. 
out a dissenting voice that presey 
terms are sound, a considerable 4 
vision of opinion exists as to the 
form of the report to be presented 
The fact is, they say, that 3314 per 
cent down and the remainder jy 
18 months, for new ears, and 1) 
months, on old cars, is a solid foun. 
dation for the sale of automobiles 
but no method now exists to force) 
adherence to these terms. If the! 
manufacturers make this confession. 
they fear that the powers at Wasb-) 
ington will pass a new law. Bu 
the manufacturer who will not aé- 
here to sound terms without a law) 
probably would do a little bootleg) 
ging if a statute were put on the) 
books. So——? 4 

The industry was keenly inter) 
ested in the sudden outburst of 


rae: 50ers ed enras he 


or 
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or 


morning with a large space adver) 
tisement in 100 newspapers in about! 
35 key markets. Placed by Arthur) 
Kudner, Inc., the institutional copy 
cited opening of the G-M Diesel 
plant as an illustration of the fact 
that “Today in a thousand research} 
laboratories throughout the land. 
bubbling in retorts, and fermenting 
in bold American brains, are the 
secrets and means to meet the 
needs and capitalize the possibili- 
ties of the future.” 

While the institutional blast ov. 
cupied a full page in many of the 
newspapers, it was reduced to about 
three-quarters of a page in others 
It was released as a timely conti: 
bution to public morale and Genera! 
Motors has no immediate plans for 
further promotion of this nature. 


To Mithoff & White 


Mithoff & White, El Paso, has bee! 
named national representative 0! 
Station KTSM, El Paso, a recent af 
filiate of the National Broadcastin: 
Company. The station is operated })! 


the Tri-State Broadcasting Compan! 
Ine. 


, «.. Say six leading authorities. 4 
| heavy carryover of farm cash and 
the largest demand for crude oil 


and refinery products in the b¥ 


NATIONAL REPRESENTATIVE ney 
E. Katz Special Advertising a 


AFFILIATED IN MANAGEMENT a 
THE OKLAHOMA PUBLISHING coMP! 
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Knowing that the bulk of all retail sales is 
«if made in just 20 (contiguous) states: 


yn the 
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sate Knowing that the bulk of Metropolitan's 
save circulation inundates this productive area: 


ast 0¢- ew pny 
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» about 
others 
contii- 


ong there would have to be a powerful reason indeed 


iture. 


te for any advertiser to pass by the ONE MEDIUM 


as bee! 
‘ive of 


et that rates double-A-plus by every known stand- 
= ard of media measurement. 
Last year national advertisers gave a pocket- 
book vote of confidence to Metropolitan; said, 
in'effect 
Metropolitan, as far as we are concerned, 
you are the cat's whiskers. 


\\ | Ne 


The Black area, (Metropolitan's 
Market) does twice as much 
business as the entire balance 
of the country. 


Z IVAN 
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Additional or alternate papers 
Baltimore SUN @ Boston GLOBE @ Buffalo TIMES @ Cleveland PLAIN DEALER Metropolitan Boston HERALD @ Buffalo COURIER-EXPRESS 


Chicago TRIBUNE @ Detroit NEWS @ New York NEWS e Pittsburgh PRESS Sunday Detroit FREE PRESS @ New York HERALD TRIBUNE 
Philadelphia INQUIRER @ St.Louis GLOBE-DEMOCRAT e Washington STAR Newspapers, Inc. St. Louis POST-DISPATCH @ Washington POST 


New York «+ Chicago 
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‘Woodbury’ on 
Cake of Soap 
Means John H. 


New York, Feb. 2.—Expenditure 
of more than six and a half million 
dollars for advertising by John H. 
Woodbury, Inc., Cincinnati, from 
1930 to 1936, has created public ac- 
ceptance for that company’s soap 
and toilet products that cannot be 
exploited by any other manufacturer 
through a similar name, Judge John 
C. Knox ruled here this week in U. 
S. District Court in granting a per- 
manent injunction against William 
A. Woodbury Corporation, William 
A. Woodbury Sales Company, Inc., 
William A. Woodbury, Inc., and 
Regal Laboratories, Inc., all of New 
York. 


Judge Upholds Complaint 


Upholding the complaint which 
charged trade-mark infringement 
and unfair competition, Judge Knox 
declared: “Regardless of whether 
or not defendants intended to de- 
ceive, the law declares that a man- 
ufacturer who furnishes a dealer 
with means of creating confusion in 
the public mind is guilty of unfair 


competition, although he did not 
actively participate in the dealer’s 
fraud.” 

The opinion pointed out that from 
1930 to 1936 the plaintiff spent $3,- 
910,120 for advertising soap and 
$2,682,410 for other toilet prepara- 
tions. As a result, it was held 
“Woodbury” has become identified 
in the public’s mind with products 
of John H. Woodbury, Inc. 

Judge Knox ruled that use by the 
defendants of the name Woodbury 
would be enjoined unless there was 
added the legend: “Not connected 
with the makers of ‘Woodbury’s 
Facial Soap’ and other toilet prep- 
arations sold under the name ‘Wood- 
bury.’”’ 


McConnell Named 
“Star” President 


J. W. McConnell, Montreal busi- 
ness leader who has had majority 
financial control of the Montreal 
Star Publishing Company, was named 
president Feb. 3. 

He succeeds the Late Lord Athol- 
stan, whose death is reported on 
page 28. 


Buchanan Resigns TWA 


Buchanan & Co., New York, has 
resigned as agency for Transconti- 
nental & Western Air Inc., Kansas 
City, effective as soon as a successor 
is selected. 


Small Business 
Would Bar ‘No 


Down Payment’ 


Washington, D. C., Feb. ,3.--Adver- 
tising played its part in the admin- 
istration conference of 1,000 small 
business men today as the list of 
resolutions submitted to the Presi- 
dent after the open session and com- 
mittee deliberation, included one urg- 
ing elimination of the statement “no 
down payment” in instalment selling 
copy. 

The full resolution concluded that 
instalment selling is sound and re- 
sponsible for an important part in 
recovery, but the administration 
should refrain from engaging di- 
rectly or indirectly in instalment 
financing and the “no down pay- 
ment” line in copy should be barred. 

Other resolutions affecting mer- 
chandising called for abandonment 
by the administration of all attempts 
to regulate competition between 
business units, strict enforcement of 
present anti-trust laws, and a nation- 
wide “Buy American” campaign to 
stimulate local business with a some- 
what veiled criticism of the current 
reciprocal trade treaty policy. 


Popular Mechanics brings 


DIRECT RESULTS 


A 21 line advertisement on a motor- 
ized scooter ‘‘pulled nearly 1400 
inguiries and had sold about 30 ma- 
chines at $125.00 each” in 30 days. 


e A half page by a machine acces- 
sory manufacturer selling through 
stores made a special offer on one 
item direct and brought 1640 re- 
plies, each with a 25-cent piece 


enclosed. 


@ The manufacturer of a piece of 
home improvement equipment, sell- 
ing for $100.00 and up, reported 
that the cost of sales through his ad- 
vertising in Popular Mechanics had 
—even through the depression—not 
exceeded one-twelfth of his sales. 

e@ For a small electric grinder, the 
advertiser says, ‘‘the pulling power 
of Popular Mechanics leads any 
magazine we have ever used.” 


Popular 


New York = 


@ For a building supply advertiser, 
selling direct, Popular Mechanics - 
Magazine was pulling replies at a 
lower cost than any of the other 
twenty-eight magazines on the list. 
This was for 1937 and the adver- 
tiser has been using Popular Me- 
chanics since 1909. 


@ A machine manufacturer says 
Mechanics brings more 
leads from industrial concerns than 
do the trade papers on his schedule. 


@ Now if your product isn’t compa- 
rable with any listed above, write us. 
We can give here only a few success 
stories. We feel certain, however, 
that we can give you experiences of 
others in your own line who have 
used Popular Mechanics, either for 
sales direct to consumers or through 
regular retail outlets. 


POPULAR/ Sit 


200 East Ontario Street, Chicago, Illinois =» 


CHANICS 


“—_ 


Detroit #® Columbus 
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Dry Goods Men Hear Fair 
Trade Defended, Attacked 


New York, Feb. 2.—Fair trade leg- 
islation continued its Dr. Jekyl-Mr. 
Hyde role in the current merchandis- 
ing picture here this week with sup- 
porters of price maintenance herald- 
ing the laws’ accomplishments as a 
boon to both retailer and consumer, 
while opponents denounced the stat- 
utes as ineffectual and detrimental 
to the interests of buyer as well as 
seller. 

The two viewpoints which held the 
center of the stage at the National 
Association of Retail Secretaries’ con- 
vention, were advanced by Victor L. 
Keys, executive secretary, Ohio State 
Pharmaceutical Association, who as- 
serted that fair trade laws have 
tended to “level off’ prices, and by 
Harold Young, secretary, National 
Retail Dry Goods Association, who 
attributed unwarranted price rises to 
the laws and predicted their eventual 
collapse. 

Denying that the fair trade acts 
are “price fixing laws,’ Mr. Keys 
dwelt on the underlying purpose of 
the legislation to remedy “recognized 
evils in retail distribution which 
have a tendency to undermine free 
competition and to concentrate retail 
business in the hands of relatively 
few individuals or business houses.” 


No Shield for Inefficients 


“Let it be understood now,” he de- 
clared, “that the fair trade acts do 
not protect the inefficient operator 
because I can assure you that if the 
retailer assumes the attitude that his 
business will prosper without an ag- 
gressive advertising and selling pro- 
gram, without modernized store plan- 
ning and without some degree of in- 
telligent buying and merchandising, 
he will soon join the ranks of busi- 
ness failures. This or no other law 
will make business men out of re- 
tailers, neither will it perform any 
miracles or revive a business headed 
for the proverbial rocks.” 

In answer to the question, “Have 
the fair trade laws been fair to the 
consumer?” Mr. Keys replied in the 
affirmative, pointing out that “in the 
short duration of time since the 
effectiveness of these laws it has 
been shown that prices have not been 
detrimental to the consuming pub- 
lic.’ On the contrary, he declared, 
the majority of drug retailers in 
Ohio have reduced prices to the es- 
tablished minimums. In cases where 
prices were raised, he added, inves- 
tigation showed that the boost had 
been applied to what were previously 
loss-leaders which, in some instances, 
were never even carried in stock or 
actually offered for sale. 


Follow Natural Laws 


Neither manufacturers nor retail- 
ers are abusing the privileges ex- 
tended to them under the law, Mr. 
Keys asserted. Both realize their op- 
erations must conform to the dictates 
of supply and demand; he said, and 
they know that unwarranted prices 
will “stifle trade and bring about 
consumer resentment and resistance.” 
In closing his presentation Mr. Keys 
asked that fair trade laws be given 
a chance to prove their efficacy and 
that snap judgment be held in abey- 
ance pending the trial period. 

Mr. Young termed “mere sophis- 
try” the “perfectly ridiculous state- 
ments” advanced by supporters of 
the fair trade laws to the effect that 
the legislation would tend to decrease 
prices because of the elimination of 
predatory price cutting. On the con- 
trary, he asserted, the cutting of 
“fixed prices” has become more wide- 
spread than ever and enforcement by 
injunction has proved ineffective as 
well as costly. 

Price maintenance laws have raised 
prices to the consumer in those fields 
where issuance of contracts has been 
prevalent, notably drugs and liquors, 
Mr. Young held. He said that con- 
sumers, labor and argiculture had al- 
ready registered their unfavorable re- 
actions. He also declared that the 


“inevitable” effects of the fair tradé 
laws had been anticipated by their 
opponents and that the latter had 
earnestly tried to point out to Con- 
gress the fallacies of the legislation 
at the time the Tydings-Miller bill 


was under consideration. Congress. 
men were, however, “misled” by the 
arguments of fair trade proponents, 
he said. 


Lea Bill Weakness 


In passing, Mr. Young referred to 
the Wheeler-Lea Bill which, he said, 
contained one glaring weakness from 
the retailer’s point of view. The bill 
affords no protection under the crim. 
inal action clause, he said, to a re. 
tailer who makes a fraudulent state. 
ment or who misrepresents the prop- 
erties of a product, even though such 
misrepresentation is based on infor. 
mation furnished by the manufac. 


‘turer. The NRDGA has proposed an 


amendment to the act, he announced, 
which “will afford proper protection 
to the dealer under these circum- 
stances.” Such an amendment, how- 


ever, will not exempt a retailer from | 


“exercising reasonable care and pru- 


dence in publishing statements in his © 


advertising even though such state- 
ments are made to him by the pro. 
ducer,” he warned. 

Dr. Paul H. Nystrom, president, 
Limited Price Variety Stores Asso- 
ciation, charged “artificial price and 
wage controls” with responsibility 
for the current recession. In review- 
ing attempts to control prices 
through fair trade acts, unfair prac- 
tices laws and the Robinson-Patman 
act, Dr. Nystrom charged that Rep- 
resentative Patman “and his accom- 
plices,” if they are successful in their 
efforts, “will destroy the forces that 
now keep retail prices at their pres- 
ent low levels.” The purpose of such 
legislation, he declared, is to raise 
prices, which accomplishment will 
“result in less sales, in declines in 
production and employment and in 
lower standards of living.’ Dr. Ny- 
strom estimated that chain stores 
save consumers at least 10 per cent 
on their purchases, a saving which, 
in a normal year, was approximated 
at $5,000,000,000. 

Another phase of the subject was 
discussed by Edward George, Dun & 
Bradstreet economist, who hinted 
that a logical outcome of the whole 
fair trade controversy might be a de- 
mand by consumer co-operatives that 
they be assisted inasmuch as their 
competition is being assisted. Such 
an eventuality, he said, might follow 
the development of pressure groups 
which has produced a playing of 
mass interests against each other. 


Soule Steel Appoints 


Soule Steel Company, San Fran- 
cisco, has appointed Gerber & Cross- 
ley, Inc., Portland, as advertising 
agency. Soule Unibilt steel framing 
for residential, commercial and in- 
dustrial buildings will be featured. 


Joins Jam Handy 


John Henderson has been appointed 
motion picture and slidefilm casting 
director for Jam Handy Picture 
Service, New York. He was formerly 
talent agent for Rockwell-O’Keefe, 
Inc., New York. 


THE CHICAGO 
DAILY NEWS 


Chicago’s HOME Newspaper 


WITH THE MOST VALUABLE 
CIRCULATION IN THE CITY 


Daily News Plaza, 400 West Madison 
Street, Chicago; New York Office: ? 
Rockefeller Plaza; Detroit Office: 4/!7 
General Motors Building; San Francisco 
Office: Hobart Building. 
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| HE “PUBLISHERS 


| THIS WEEK MAGAZINE 


ich © 
ise — 
vill | 

in 

in | 
Ny- 
cr THIS WEEK, our Sunday color-magazine, is only three years old. Yet we, its co-publishers, are 
ne proud to point to the record of growth and acceptance with which it closed 1937 and starts 1938: 
vas 
4. THIS WEEK’s circulation increased from 4,293,000 in 1935 to more than 4,731,000 in September, 
- Aeadew 1937... then 3 great Pacific Coast newspapers joined its group, making a total of 24 newspapers, 
nae ° 5,300,000 circulation, coast to coast. Print orders for 1938's first issues, 5,903,000. 
\eir 

h 
iow THIS WEEK’s advertising volume in 1935 was $1,229,043; in 1936, $2,275,961; in 1937, $3,446,214. 
a Wdecidisers From 1935 to 1937, the number of its advertising accounts rose 73% .. . average space-per- 
7 advertiser increased 100%. 
— f , roi / THIS WEEK’s issues have grown larger with its advertising volume—from 720 pages in 1935 to = ‘i 
se G 860 pages in 1936, to 948 pages in 1937. Pages of first-class fiction and features any magazine 
yd OnU1nT would be proud to present. 
1. 


Ais z , THIS WEEK’s growth has made necessary a new plant in Chicago, another new plant under 


_ wen! construction in Hoboken, housing new, high-speed gravure presses, each capable of producing 
ing UG 35,000 full-color magazines per hour. 


_ Here is THIS WEEK’s record. A record with their Sunday newspaper. Two—THIS of a leading newspaper in each market. 
= explained by two very fundamental facts: WEEK has given the national advertiser In 1938, we promise to make both these 
One —THIS WEEK has given our newspaper something no other magazine canofferhim: values still more outstanding... a still 
readers something no other newspaper cana method of reaching 24 great metropolitan greater magazine for our readers, a still 
offer them: a first-class national magazine markets with the combined local influence more powerful sales tool for our advertisers. 
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THE ATLANTA JOURNAL THE BALTIMORE SUN THE BIRMINGHAM NEWS THE BOSTON HERALD THE BUFFALO TIMES THE CHICAGO DAILY NEWS ND PLAIN DEALER 
& AGE-HERALD 
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THE DALLAS ees NEWS THE DETROIT NEWS THE INDIANAPOLIS SUNDAY STAR LOS ANGELES TIMES THE COMMERCIAL APPEAL, MEMPHIS THE MILWAUKEE JOURNAL THE MINNEAPOLIS SUNDAY TRIBUNE THE ITEM-TRIBUNE, NEW ORLEANS 
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NEW YORK HERALD TRIBUNE OMAHA WORLD-HERALD PHILADELPHIA RECORD ‘THE PITTSBURGH PRESS OREGON JOURNAL, PORTLAND = ST. LOUIS GLOBE-DEMOCRAT THE SPOKESMAN-REVIEW,/SPOKANE THE SUNDAY STAR, WASHINGTON 
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800 Engravers 
Return After 
N. Y. Walkout 


New York, Feb. 4.—Resistance by 
the Photo-Engraving Board of 
Trade of New York, Inc., to efforts 
of organized photo-engravers of the 
city to shorten hours without re- 
duction in pay resulted in the walk- 
out of approximately 800 employes 
of 35 companies Tuesday, and 
threatened to work hardship upon 
advertising departments and agen- 
cies. The strike ended today when 
engravers modified demands and 
settled with industrial shops. 

While the members of the board 
of trade, said to represent about 80 
per cent of the production facilities 
of plants employing union labor, 
stood pat against the union’s de- 
mands, two large engraving compa- 
nies, not members of the board, as 
well as more than a dozen smaller 
“independent” plants signed the new 
agreement and are continuing to op- 
erate. One of the two large plants 
which signed up was said to be 
vigorously soliciting business while | 
the other one was reported to be| 
refusing work from concerns 


C. Halstead Cottington (left), and H. L. 

McClinton, radio executives, have been 

elected vice-presidents in the New York 
office of N. W. Ayer & Son, Inc. 


mally employing the struck plants. 

The union originally presented de- 
mands embodying a schedule for day 
workers of 32 hours weekly and a 
$70 weekly wage and for night work- 
ers of 30 hours with an $80 minimum 
weekly wage. 


Lucas Paint to Ryan 


John Lucas & Co., Inc., paints, 
Philadelphia, has appointed Lewis 
Edwin Ryan, Inc., Washington, D. 
C., as its advertising agency. The 
schedule will include newspapers, 
magazines, radio, direct mail, railway 


nor-| and highway painted bulletins. 


NRDGA TOLD HOW 
CONSUMER PLANS 
ARE PAYING OUT 


New York, Feb. 3.—How  con- 
sumer relations programs actually 
work out in practice was reported 
by leading exponents of consumer 
education in the department store 
field at the National Retail Dry 
|Goods Association convention this 
week. 

Numerous advantages were cited 
by the speakers which included in- 
creased sales of tested and labeled 
items, enhanced store prestige, and 
heightened interest and _ efficiency 
on the part of the sales force. 
Among the speakers contributing to 
the symposium were Werner K. 
Gabler, director of research, Gimbel 
Brothers, Philadelphia; Saul Cohn, 
president, The City Stores Com- 
pany, New York; Albert D. Hutz- 
ler, Hutzler Bros. Company, Balti- 
more; and George P. Gable, Wm. 
F. Gable Company, Altoona, Pa. 

Mr. Gabler declared that the rec- 
ord of the past four months had 
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HOUSTON ... 


population mark, ranks second 
size in the South. 


most important petroleum cen 
on earth, 
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is the United States’ fifth larg 


records last year. 


$30 per person more to spend 


market. 


R. W. McCARTHY 


is rapidly nearing the halt-millon 


is the Oil Capital of the World, 


ranked ninth in the nation in vol- 
ume of building last year, ranked 
second in the nation in building 
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LING COST 


OW selling cost is as important to 
net profit as butterfat is to butter. 
That is one reason Houston, Texas, is 


receiving increasing 
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THE HOUSTON CHRONICLE 


LEADS THE STATE IN NATIONAL ADVERTISING 
FIRST IN HOUSTON—IN EVERYTHING 


THE BRANHAM COMPANY 
Manager National Advertising 


top-flight MUST market. 


sufficiently moneyed to buy in the 
quantities and variety which eliminate 
tough selling situations. Houston yields 
a higher return for each selling dollar 
spent . . . especially when Houston’s 
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PRIZE PACKAGE 


— 


Bn! GA RABEL 


Show-dog biscuit box 


Bloomingdale's 

which won the Wolf award in the third 

annual NRDGA packaging competition 
last week. 


definitely established that the idea, 
as worked out in the Philadelphia 
store under the name of the “Gim- 
bel Tested Product Plan,” was prac- 
tical from a sales and an investment 
standpoint. He said that many in- 
dividual items coming under the 
plan have showed marked increases 
in sales, in many cases without spe- 
cial advertising other than that ac- 
cruing from the labeling and dis- 
play of the goods. 

As outlined by Mr. Gabler, the 
Gimbel plan is four-fold, involving 
testing of merchandise, before pur- 
chasing, by an independent labora- 
tory; labeling of the merchandise 
purchased to inform the consumer 
how it will wear, how to make it 
last longer, and what it is made of; 
complete testing reports for display 
in the departments handling the 
merchandise; and, finally, follow-up 
tests and checks to make sure the 
goods continue to measure up to 
the statements. 


Employe Morale Aided 


Mr. Cohn discussed a somewhat 
similar plan which has been worked 
out by his company in connection 
with the operation of Lit Bros., 
Philadelphia, the salient features of 
which pertain to employe education, 


independent merchandise _ testing, 
and consumer education. In this 
latter connection, emphasis’ has 


been placed upon dissemination of 
information about classes of mer- 
chandise, he disclosed, rather than 
upon numbers, and has been ef- 
fected through the preparation of 
pamphlets on such_ subjects as 
blankets, sheets, towels, care and 
cleaning of dresses, and _ other 
classes of merchandise. 

The greatest good which can come 
from the Gable consumer relations 
program, described in ADVERTISING 
AGE Sept. 20, is the stimulating ef- 
fect it exerts upon the store’s own 
employes in whom is created a de- 
sire to know more about the busi- 
ness in which they are engaged, 
said Mr. Gable. He emphasized 
benefits in profits and prestige to 
be derived from being the first in 
a community to launch ae well- 
rounded and sincere consumer re- 
lations program. 

Other speakers on the convention 
program who touched upon retailer- 
consumer problems were E. R. 
Dibrell, merchandising counsellor, 
New York, who advocated the _ in- 
auguration of institutional advertis- 


ing by local retail dry goods asso- | 


ciations for the purpose of furnish- 
ing consumers the cogent facts 
regarding retailing; Mrs. Bert Hen- 
dricksen, chairman, consumer inter- 
ests, New York World’s Fair, who 
discussed the consumer-retailer set- 
up now working out plans for the 
fair project; Helen Judy Bond, pro- 
fessor of household arts, Teachers 
College, New York, who. sketched 
the development of the consumer 
educational movement; and T. IL. 
Blanke, manager, merchandising di- 
vision of the association, who dis- 
cussed problems relating to label- 
ing. 


Sterling Issues Bvachure 


Sterling Engraving Company, New 
York, has issued a brochure on the 
history of photo-engraving. This is 
the first of a series. 


Bloomingdale’s 
Captures Wolf 
Package Award 


New York, Feb. 1.—Several hun- 
dred private brand packages were 
placed on display here this week in 
the third annual packaging competi- 
tion sponsored by the sales promo- 
tion division of the National Retail 
Dry Goods Association. Highest hon- 
ors were awarded to Bloomingdale’s, 
for its Show-dog biscuit box. The en 
try took the special trophy presented 
by Irwin D. Wolf, vice-president, 
Kauffmann Department Stores, Inc., 
Pittsburgh. 

In addition to its selection as the 
most effective package created by a 
store during the past year, the same 
entry also won honorary mention as 
the most effective package from point 
of view of shelf or counter visibility. 
Still another Bloomingdale package, 
a turpentine can, won honorary men- 
tion for the best re-designed package. 


Other Award Winners 


Other award winners were: 

R. H. Macy & Co., chocolate cake 
box, for package of greatest attrac- 
tiveness printed in a single color; 
and Gro-Grain hosiery package, for 
most effective package for consumer 
convenience. 

Wieboldt Stores, Inc., Chicago, Ar- 
lene’s cleansing tissues, for package 
of greatest attractiveness printed in 
more than one color. 

Montgomery Ward & Co., motor oil 
farm pail, for best package display- 
ing merchandising ingenuity, regard- 
less of adaptation of art; and family 
group of packages, judged best in this 
classification. 

The awards jury consisted of A\l- 
vin E. Dodd, president, American 
Management Association; Richard F. 
Back, director of industrial relations, 
Metropolitan Museum of Art; Peter 
M. Fahrendorf, president, Depart- 
ment Store Economist; Bernard Lich- 
tenberg, president, Institute of Pub- 
lic Relations; David Frederick, edi- 
tor, Tide; and Mrs. Polly Pettit, di- 
rector, New York School of Display. 


Harris Heads N. Y. 


Financial Advertisers 


J. J. Harris, advertising and pub- 
lic relations director of Fenner & 
Beane, New York stock exchange 


company, has been named president 
of the New York Financial Adver- 
tisers Association for 1938, succeed- 
ing Harvey Weeks, Central Hanover 
Bank & Trust Company. 

Other officers are James Rascover 
II, vice-president of Albert Frank- 
Guenther Law, Inc., first vice-presi- 
dent; Joseph Bame, advertising man- 
ager of Commercial National Bank 
& Trust Company, second vice-presi- 
dent; Doreas Campbell, advertising 
manager of East River Savings Bank, 
secretary, and Barclay B. Baekey, 
Continental Bank & Trust Company, 
treasurer. 

Jackson Art Director 

P. Wayne Jackson, formerly with 
Morris-Schenker-Roth, Inc., Chicago, 
has joined MacDonald-Potter, Inc., 


Chicago, as art director and produc- 
tion manager. 


For 1938 
WFBR RESOLVES 


““... to give our 
advertisers even 
better cooperation 
than ever before” 


hn Ballionore, its 


ON THE NBC RED NETWORK 
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ADVERTISING AGE 7 


a 


READ ALL FOUR 


Den-Cent Magazines in the 


WOMEN’S SERVICE FIELD 


22 Aud hen Decide 


Newsstand sales of February Pictorial 
Review soar to an all-time peak of 690,000 
copies ... read that issue and learn why. 


Read ...in fact, read all four magazines in 
this field and learn why Pictorial Review 
is making the largest gains in voluntary 
newsstand sales in the history of women’s 
service magazines. 


There is a reason, of course, for this dem- 
onstrated proof of genuine reader interest. 
It is the result of an enterprising editorial 
program, adhered to persistently. Pictorial 
Review is directing its editorial appeal to 
a well-defined audience of alert, modern 
women having a youthful viewpoint. Most 
of the fiction and all of the non-fiction is 
written to order expressly for that audience. 


Our editors have pioneered courageously 
with thought- provoking articles on vital 
problems affecting women, their children, 
their husbands ... and the happiness of 


Pictorial Review 
+ nk” Delineator « 


the family. We have disregarded precedent 
by publishing an ultra-modern type of 
fiction which apparently wins and holds 
readers. We were first... by one year...to 
publish a complete novel in every issue of 
a women’s service magazine. 


You will sense quickly this quality of 
editorial enterprise if you read Pictorial 
Review. You will sense it even more if you 
read all four... then you will know why 
Pictorial Review has been stepping away 
from the field in newsstand gains and has 
doubled its sales through newsdealers in 
eighteen months. 


W Ww W 


The average net paid total circulation of 
Pictorial Review for the last six months 
of 1937 is 2,910,000 copies. We quote this 
figure because the genuine reader interest 
reflected by rising newsstand sales must 
extend to all readers of the magazine. 
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Criterion Adds Three 
to N. Y. Sales Staff 


A. J. McCaffrey and John H. 
Mitchell have joined the special sales 
division of Criterion Advertising 
Company, Inc., New York. Both have 
previously been associated with the 
street car advertising medium. 

Beverly Hancock has been named 
in charge of sales promotion in the 
New York office. He was formerly 
with Geyer, Cornell & Newell, Inc., 
New York. 


ASAE Appoints Finn 


Agricultural Engineering,  pub- 
lished by the American Society of Ag- 
ricultural Engineers, St. Joseph, 
Mich., has appointed Frank W. Finn 
as its Eastern advertising representa- 
tive, effective March 1. 


Illinois Coal 


Prices Target 
of Producers 


Chicago, Feb. 3.—Coal prices estab- 
lished for Illinois mines must be de- 
fended by the National Bituminous 
Coal Commission, the United States 
Circuit Court of Appeals ruled yes- 
terday. Evan A. Evans, presiding 
judge, issued an order requiring the 
commission to show cause next Mon- 
day why a temporary injunction 
should not be granted to six Illinois 
and one Indiana coal companies which 
contend that they have been placed 


at a competitive disadvantage by the 
prices fixed by the NBCC. 

A significant change was noted this 
week in newspaper copy of the Chi- 
cago Coal Merchants Association. 
Hitherto the advertising has made 
the sweeping claim that “you can 
heat with coal for half the cost of 
any other fuel.” Under the new order 
of price fixing, the claim has been 
modified considerably, the advertising 
merely contending that “coal is 
cheapest.” 

Attorneys for the coal mines con- 
cerned in the court hearings here 
said the companies had sought relief 
at the hands of the commission, 
which set Feb. 14 as the date for a 
general hearing. 

The City of Chicago also has taken 


legal steps to circumvent orders of 
the Commission, one petition asking 
for an injunction and another seek- 
ing to intervene in a suit filed by the 
City of Cleveland. 


Ellis Adds Duties 


Evan L. Ellis, Marshall Field & Co., 
Chicago, has been placed in charge 
of advertising for all basement sec- 
tions, those in the basement store for 
men being added to his previous du- 
ties. 


Butler to Cutajar 


Butler Products Corporation, New 
York, has named Charles J. Cutajar, 
New York, to handle the marketing 
program of Quicaps Sanitary Bottle 
Closures for nursing bottles. 


—— ee — 


W here do we go from here... in 
government, in business, in politics, in 
labor, in foreign affairs, in science... in 
the great, significant issues of the day? 


In a world of swift and drastic changes, a mere 


the meaning of the news. 
only what's happened but why it's happened... 
and what it may lead to. They want to know what 
lies ahead, what to look forward to. 


recording of past events is not enough for thinking 
men and women. They want not only the news but 


They want to know not 


Out of this need for an authoritative interpretation 
of the news has been evolved Newsweek's new 


THE MAGAZINE OF 


and broader 


in the advertising world. 


editorial formula of 


news significance...a formula which 
makes this magazine different from other 
magazines and gives it a useful place in the 
lives of intelligent people, an important place 


Such a magazine naturally attracts forward-looking, 


substantial readers... people who care what 


happens tomorrow because they have a stake in 


the future... people of more than ordinary buying 


power who constitute the most active market for 


advertisers of good merchandise and good services. 


Is Newsweek on your 1938 schedule? 


Tewsweek 


NEWS SIGNIFICANCE 


GRAPHIC TEA STORY 
ROY CHAPMAN ANDREWS err sissry cs «wn om 


The Tea Bureau complements its cam- 

paign on the theme line—''Turn to Tea 

Today for Vitality” — with this large 

space magazine copy featuring testi- 

mony of the explorer, Roy Chapman 
Andrews. 


NOW OVER 300,000 AND STILL GOING UP 


Under its new editorial formula, Newsweek's circulation is growing with 


increasing momentum. 


a gain of nearly 100,000 over a year ago. 


on a rising market when the market is such a desirable one. 


It has now passed the 300,000 mark; which means 
. - « Smart advertisers will buy 


‘Super-Stores’ 
Pricing Fair, 


A &P Contends 


Madison, Wis., Feb. 2.—The abil- 
ity of “super-stores” to offer food 
products at prices lower than other 
stores operated by the same chain 
emerged today. as_ the 
question involved in an answer filed 
in Superior Court by The Great At- 


ing charges of price discrimination 
between stores located here. 

The A&P contended that the 
store in question is classified as a 
“super-store” and that prices in 
such establishments are invariably 
lower than they are in other stores 
maintained by the company. 

The company also pointed out 
that similar “super-stores” are op- 


that prevailing prices are identical, 
regardless of location. It was argued 
that if the fair-trade statute in ques- 
tion prevents the operation of such 
“super-stores,” then such a statute 
is unconstitutional. 

It was also specifically denied in 
the answer that the company had 
sold merchandise in the “super- 


intent of injuring competition. The 
reason fon the lower prices, the 
company claimed, is in the lower 
operating costs and other merchan- 
dising methods which enable it to 
pass on such savings to customers 
of the “super-stores.” 


Sponsors Swim Week 


National Knitted Outerwear Asso- 
ciation, New York, comprised of 104 
bathing suit manufacturers, will 
sponsor the third national Swim for 
Health Week campaign during the 
week of June 20. 


KLZ 
LEADS 


ALL DENVER STATIONS II 


NETWORK 
COMMERCIALS 


During week of Decer 
ber 5, 1937, KLZ aired 
179 quarter-hours of 
network commerci4 
shows---second station 
136 Geneon hem... 


DZ encw 


-Representative —E ats 


Special Advertising Agex! 


AFFILIATED wit 
H Wky, OKLAHOMA CI! 
OKLAHOMA-PUBLISHING COMPAN! 


principal | 


lantic & Pacific Tea Company deny- 


erated in other Wisconsin cities and | 


stores” at lower prices than those | 
prevailing in other stores with the | 
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re i SAYS a 
| ‘TIDE MAGAZINE: 


“The advertiser has long since faced the 
fact that the mass market is the big 
market—not only for staples but for semi- 
- luxury items—cars, refrigerators, bath- 
Ms rooms, electric ranges, cosmetics, etc.” 


ey 


IDA BAILEY ALLEN 


authority on home-making: “Through 
SIMPLICITY MAGAZINE I am reach- 
ing the biggest audience I have ever 
talked to through magazines, news- 
, papers or over the radio: more than 


Ay) 
ee 


# 8,000,000 home-making women!” 


Y MAGAZINE 
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Kallet Claims 
to Save Group 
$132.90 Yearly 


New York, Feb. 3.—-The versatile 
Consumers Union of United States 
today made good use of advertising 
to promote its own function as a 
consistent and somewhat caustic 
eritic of advertising, a utilizing pro- 
motional appeal which it has often 
condemned in manufacturers’ copy, 
that of the testimonial. 

A folder, issued as part of a direct 
mail campaign, dramatizes ‘The Case 
of Mr. and Mrs. X” and climaxes 
with the claim that the “X family,” 
through diligent study of the Con- 
sumers Union reports, saved $132.90 
for the year on 15 types of products. 

Copy builds up Mr. and Mrs. “X” 
as hypothetical consumers and bears 
the sub-heading, “A make-good story 
of a hypothetical family of consum- 
ers and what happened to their bank- 
roll when they switched from ‘Not 
Acceptable’ brands to ‘Best Buys.’”’ 


Claims “Exclusive” Savings 


A letter, signed by Arthur Kallet, 
director, accompanying the folder 
emphasizes that “information of this 
type, helping you to save money on 


your purchases and to buy without 
| being obliged to depend on advertis- 
ing which consistently misrepresents 
or exaggerates the true value of a 
product, is given each month in Con- 
sumers Union Reports.” 

An additional bulletin, “available 
only to members of Consumers Union 
who are married and who use pro- 
phylactic and feminine hygiene prod- 
ucts on the advice of their physician,” 
is said to analyze the quality of lead- 
ing brands of prophylactic and fem- 
inine hygiene products. 


Advertising Women 


Interviewed on Air 


Members of the Advertising 
Women of New York are being fea- 
tured on “Everywoman’s Hour’ Mon- 
days through Fridays from 11:15 to 
11:45 a. m. over WMCA in a series of 
interviews by Anice Ives. 

The interviews, which started Feb. 
3, are to discuss advertising and buy- 
ing from the housewife’s point of 
view. 


Gets Aeolian Account 


Aeolian-American Corporation, New 
|York, has appointed Brown & 
|Tarcher, Inc., New York, to handle 
advertising of Mason & Hamlin, 
Chickering, Weber, Steck and Whee- 
lock grand and vertical pianos and 
the Ampico in Mason & Hamlin, 
Chickering, Weber and Steck grands 
and verticals. 


FAMILY’ PLAN 
IS DISLIKED BY 
BRISTOL- MYERS 


Each Product Separate Entity, 


Case Study Shows 


New York, Feb. 3.—Why Bristol- 
Myers Company has steadfastly re- 
frained from converting its numer- 
ous products into a single family is 
explained in Volume 3, Organization 
and Operation of the Advertising 
Department, just issued by the As- 
sociation of National Advertisers. 
The study, made by a committee 
headed by Allyn B. McIntire, vice- 
president, Pepperell Manufacturing 
Company, also covers Jantzen Knit- 
ting Mills and Hercules Powder 
Company. The exactly opposite plan 
is followed by Libby, McNeill & 
Libby by Robert L. Jones on page 24. 

“The idea of giving a product its 
own separate identity, its own 
trade-mark, sales and advertising 


ROW GERAR nowy 


Oe ie ST BO Ri sk 


to this Billion Dollar Market 


Within the primary and secondary coverage 
areas of Station WTIC lies a market with a 
consistent, year-in and year-out record for retail 
sales of well over a billion dollars. It represents 
some 4,000,000 people living in Connecticut, 
Eastern New York, 
Hampshire. They are peo- 
ple with a hard-to-duplicate record for the 
stability of their spendable income. This spend- 


Western Massachusetts, 
Vermont and N 


able income rates 15% above 


average according to Government figures. It is 


possible level. 


the national 


used to account for 23% more retail sales and 


50% more food sales per capita than the coun- 


try at large. 


Here’s a market no advertiser can afford to 


WTIC 


The Travelers Broadcasting Service Corporation 


Paul W. Morency, General Manager ° 


Representatives: Weed 


overlook if he wants to keep his sales at the best 


It is a market any advertiser can 


develop with more profit with the help of 
Station WTIC. Ross Federal’s conscientious 
check of this market shows that 60.72% of the 
families in the Hartford area listen to WTIC 
at a given time compared to 24.37% for the 
next most popular station. This 149% greater 
coverage through Station WTIC can assure a 
clear—and_profitable—road for your product 
into this billion dollar market. 


Write today for our new 32-page brochure giv- 


ing full details on the Ross Federal Survey and 


& Company ¢ New York 


facts about the WTIC billion dollar market. 


50,000 WATTS 
HARTFORD, CONN. 


Member N. B. C. Red Network and Yankee Network 
James F. Clancy, Business Manager 
Detroit 


Chicago _— San Francisco 


PREPARE TO SPEND MILLION IN PROMOTION 


es 
—_—_—_—_—.., 


Alvin P. Smith (left), Bendix engineer; William Leininger, advertising manager; 

Arthur C. Marquardt, treasurer, Hunt-Marquardt, Inc., Boston Bendix distributor, 

and Charles M. Sherwood, district manager, surround the Bendix Home Laundry, 
on which $1,000,000 is to be spent in promotion in the next six months. 


campaigns, instead of developing a 
long line of related products under 
one name has several advantages,” 
the case study relates. 

“The first is that if the uncertain 
and somewhat enigmatic buying 
public should react unfavorably 
against one product, others put out 
by the company need not suffer 
greatly. The next advantage was 
that famous trade-marked products 
developed by someone else might be 
acquired and given the benefit of 
successful and proven sales meth- 
ods, without detriment to the mar- 
ket or to the good will already 
established by them. 

“Thus, some 3,000 different prod- 
ucts being produced and sold as a 
line gave way to about a half-dozen 
individual products which were sep- 
arate entities and were placed defi- 
nitely on their own.” 


Division of Responsibility 


Advertising of Bristol-Myers Com- 
pany is directed by a vice-president 
in charge of advertising, who re- 
ports to the president only. Two ad- 
vertising managers serve under the 
vice-president. Their work, former- 
ly divided on a media basis, was 
later changed to a product basis, so 
that each advertising manager han- 
dies all forms of advertising for a 
number of main products. 

Each advertising manager has di- 
rect charge of the work of the ad- 
vertising agencies handling his prod- 
ucts, so that these agencies are 
responsible only to him. Three such 
agencies are employed, exclusive of 
a window display specialist. 

The sales promotion department 
of Bristol-Myers, while reporting di- 
rectly to the vice-president in 
charge of advertising, co-operates 
with the two advertising managers. 
Nevertheless, its duties are clearly 
defined, as follows: 

1. Window and_ store display 
work and dealer co-operation. 

2. Trade paper advertising sched- 
ules in collaboration with the ad- 
vertising managers. 

3. Unit sales records are main- 
tained on each product for use in 


checking advertising campaign re- 
sults. 

4. Interviewing on miscellaneous 
sales promotion and _ advertising 
ideas. 

5. Field work with company 
salesmen, dealers and display in- 


stallation agencies. 


Two Other Departments 


This leaves much of the work or- 
dinarily handled by sales promotion 
departments to be handled by the 
educational department. This or- 
ganization is charged with educa- 
tional work with schools and col- 
leges, supervision of consumer and 
professional sampling, supervision 
of preparation and distribution of 
car cards, special promotions with 
various consumer groups, and main- 
tenance of scrapbooks containing 
proofs of all advertisements, and 
files of checking copies of current 
issues of magazines. 


Still another important depart- 
ment is professional advertising, 
which is directed by an assistant 
sales manager in charge of profes- 
sional activities in collaboration 
with the advertising department. A 
special agency is employed for 
preparation of this advertising. 

Research is divided, product re- 
search being handled by the pro- 
fessional department, while adver- 
tising and merchandising research 
is conducted by the company’s ad- 
vertising agencies, under direction 
of the advertising department. In 
co-ordinating product research with 


advertising, the advertising man- 
ager works with the _ professiona! 
director. 


Hull, O’Neal to Speak 
at Farm Institute 


Secretary of State Cordell Hull and 
Edward O’Neal, president of the 
Farm Bureau Federation are sched- 
uled to address the second annual Na- 
tional Farm Institute in Des Moines, 
Feb. 18-19. 

Others to address the sessions on 
reciprocal trade agreements and their 
effect on agriculture are L. J. Taber, 
master of the National Grange; War- 
ren W. Schoemaker, Armour & Co.; 
Alonzo Taylor, General Mills, Inc., 
and Har er Sibley, former Chamber 
of Commerce president. 


Plans Air Float Drive 


Talcum Puff Company, maker of 
Air Float talcum, will launch a cam: 
paign for this product in women’s 
fiction and motion picture magazines, 
beginning in March. Raymond Levy 
Organization, New York, is the 
agency. 


Lloyd Promoted 


O. B. Lloyd, formerly Northern 
sales manager of Continental Oil 
Company, Chicago, has been named 
general sales manager. 


PLANT 


Yes, we're busy prepar- 
ing to plant—we’'re far 
South in the Macon ter- 
ritory. Plant your feet 
on solid ground — plant 
the sure seed of certain 
sales—by advertising 
now to this rich, active. 
important market 
through the dominant 


MACON 


GEORGIA 
TELEGRAPH 
and NEWS 


Representatives: 
THE BRANHAM COMPANY 
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for Rip van Winkle | 


re- 

“~ R. VAN WINKLE, the legend tells, slept for twenty years. | wide-awake “show-me” Missouri twins of business—the food 
h . . * e . ‘ i i 

ad And even in these wide-awake advertising days you still find 294 drug oe who spend their money where the 
ion . — ° . 

In folks with goods to sell who are giving Rip a tussle for the  *°CUFMS are quick and sure 

a record. These wide-awake merchandisers put their advertising dollars 
yna 


in the kingpin magazine-the magazine geared to carry the 


’ ; h Id k h 
Wouldn’t you think the pace nowadays would make them selling load in modern markets. 


look up from their nap and see how times have changed! 
They bank on The American Weekly, with the largest cir- 


ute 
one k at the market picture in this country today: more than a 
o pong P "Y y culation in the world. 


‘v.20 million families own automobiles, and buy gas, oil and — — : : 

“— tires; 9 million people own electric refrigerators; you have to —“ They capitalize the editorial know-how that appeals to the 

heir figure the soaps, foods, cosmetics they buy in million case-lots. People who swing the balance of power today. Who make 

War. ~~ new “best sellers” overnight—and break old ones. 

Co.; Look at what this richest market in the world holds for you yw baeial 7 

= —more than 8 billion dollars a year flow from its pockets into Wake up—and sell! wo the 2 sek sony nn estab- 
the cash registers of America’s stores. lished in advertising history. The American Weekly’s new 

- —_ circulation of— 

Me Maybe you’re missing your share. Chrysler isn’t. Nor Liggett & 

wy Myers, Coca-Cola, Westinghouse, Quaker Oats. Nor those 

Levy 


Here's where the 7,000,000 copies circulate 


— Coverage you can buy with no other magazine 
There are 995 cities in the United States of 10,000 population and over. 
Though they represent only 1% of the cities in the country, 49% of all the 
families in the United States are concentrated there. And these families 
WIDE-AWAKE account for 70% of all retail sales. 
SALES MANAGERS Greatest In 699 of the 995 cities The American Weekly goes into the homes of: 

20 to 30% of all the families in 164 cities 

30 to 40% of all the families in 133 cities 

40 to 50% of all the families in 155 cities 

ROE for ca REPORTS SEY ne 1 


“GOODS MOVE OUT in the World 
WHEN THE WEEKLY 


HAVE LEARNED THAT Circulation 
: Over 50% of all the families in 247 cities 
MOVES IN!” 


In these 699 cities you find 10,662,804 families —and 45.71% of these 


“The National Magazine with Local Influence” families receive The American Weekly. In addition, 2,300,000 other fami- 
lies throughout the country regularly receive The American Weekly. 
These 7,000,000 families—readers of The 


American Weekly — spend approximately 
$8,750,000,000 a year in retail purchases. 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouive Buoc.. Cuicaco . .. 5 Wintnrop Souare, Boston . .. Arcave Bunc.. St. Lous... . Epison Bupc., Los Ancees 


Hearst Bios. San Francisco... Genera Motors Buns. Detroit... Hanna Bunc., Crevecann .. ..101 Marietta Sr., ATLANTA 
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Free Space for What? 


Publishers and other owners 
advertising media are unusually lib- 
eral in their treatment of requests 
for free space to be used for the pur- 
pose of advertising worthy causes. 
Many of them regularly provide fa- 
cilities for the promotion of enter- 
prises which are for the public bene- 
fit, and are universally approved. 

The American Red Cross has al- 
ways had the support of practically 
all the media of advertising in its 
membership drives, and the wide- 
spread co-operation furnished the 
President’s birthday parties and 
other activities in the work to re- 
duce infantile paralysis is still an- 
other indication that a generous pro- 
vision of advertising space is avail- 
able for enterprises which 
benefit the public. 

Just where to draw the line in 
furnishing advertising facilities with- 
out cost is a matter of policy which 
concerns not only publishers but ad- 
vertisers who provide the revenue 
which makes possible the publica- 
tion of newspapers and magazines, 
the operation of radio stations and 
the maintenance of outdoor adver- 
tising plants. The need for a def- 
inite policy is very much in evidence 
at present. 

For example, it would obviously 
not be proper to provide advertising 
without charge to promote a single 
industry, even though no individual 
company was mentioned. All indus- 


are to 


of | tries are in competition 


with each 
other for the consumer’s dollar, and 
the competition should be on even 
terms. Yet an advertising agency 
recently approached newspapers 
with a suggestion to run free copy 
promoting a particular business, on 
the ground that it would benefit the 


entire industry and ultimately cre- 
ate additional advertising for the 
newspapers. The suggestion was 


turned down, quite properly, it seems 
to us. 

Then there are the numerous peace 
organizations which seek free adver- 
tising space because their objective 
The objective is 
generally approved, but 


is to prevent war. 
since each 
peace society has a political program 
of a highly controversial character, 
the publication of advertising 
commits the publisher to approval 
brand of political 
these 


its 
of its particular 
dynamite. In times such a 
procedure, no matter how innocent 
the advertising may seem to be, is 
so fraught with danger as to justify 
the most careful consideration by the 
medium 
in the crusade. 


owner of the before he en- 
lists 

Right now is a good time for the 
advertising field to check free-space 
and determine the condi- 
tions under which it is proper and 
advisable for media owners to fur- 
nish their facilities to advertisers 
without cost. 


policies 


Protecting the Sales Plant 


Insurance companies use the inter- 
esting word “plant” in describing 
their agency organizations. It sug- 
gests that the agent, like the dealer 
who represents a manufacturer, is 
a producer of business who must be 
regarded in the same light as the 
manufacturing plant which turns out 
the goods the dealer is expected to 
sell. 

Good agencies represent the most 
valuable part of a going insurance 
business, and good dealers represent 
the indispensable machinery for pro- 
ducing orders for the manufacturer. 
Both should be protected in their 
exclusive function of providing local 
retail buying facilities for the pub- 
lie, on which the insurance company 
in one case and the manufacturer in 
the other depend for 
therefore for existence. 

General Motors 


sales and 


has recently 


stressed the growing recognition of 
the importance of the function of 
the retail merchant by providing 
machinery to handle any matter af- 
fecting dealer relations. The dealer 
franchise is thus given added value 
and protection, to which it is en- 
titled by virtue of its importance to 
the company as well as to him. The 
retailer should be 


able to present 


his point of view at all times, and 
the manufacturer should make _ it 
easy for him to be heard, particu- 


larly if he feels that he has a griev- 
ance. 
It is especially important in the 
case of the large company, the man- 
agement of which is often remote 
from personal contacts with dealers, 
that the latter be constantly aware 
that company policies will not be 
determined without full considera- 


tion of their interests. 
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THERE'S A TIME AND A PLACE... 


a 


—Esquire. 


“Er—Mr. Giminck—I'm afraid you're taking our sign too literally.” 


Ad-libbine 


Playing With Words 

The ads these days seem to be 
unusually replete with word tricks— 
those little twists to familiar 
phrases that give an O. Henry end- 
ing to the thought. In a superficial 
look through a couple of magazines 
we gleaned the following: 


“Another American Revolution’’- 
Look. 

“It’s a new man’s world’’—Crown 
Rayon. 


“Dedicated to the proposition that 
it has no cocktail equal’’—Schen- 
ley’s Golden Wedding. 

“We cover the fashion 
Hart, Schaffner & Marx. 

“Smart lines in the 
gator ski clothes. 

“Made-to-order 
Campbell's soup. 

“The case of the silent canary’’— 
French’s bird seed. 


front’”’— 


Alli- 


snow” 


soups for men™’— 


“Yours for  variety’’—Pineapple 
Producers. 
“It’s love at first bite’’—Nestle’s 


milk chocolate. 


Promoting Meat Sales 

Now that the meat packing indus- 
try has begun to raise so much hul- 
labaloo about the declining consump- 
tion of meat, the advertising in 
Western newspapers “presented 
through funds voluntarily raised by 
cattlemen and feeders of Arizona and 
southern California” is particularly 
pertinent. 

Advertising of this group of cattle 
raisers and feeders is telling a story 
of new low beef prices, and is advis- 
ing the public that if prices of beef 
continue high, the blame rests ex- 
clusively on the retailer. These 
sound like fighting words, but they’re 
not, because the campaign is being 
run with the blessing of the retail 
meat dealers who handle Western 
grain fed beef. Here’s the gist of 
their story: 

“October wholesale prices on the 
best steer beef ranged from 18e¢ to 
21lec per pound. Today the packer is 
selling exactly the same or better 
quality grain-fed steer beef to the 
retailer at prices that range from 12c 
to 14c per pound. This drop of one- 
third on wholesale prices should be 
definitely passed on to you, Mrs. Con- 
sumer, in savings on vour retail cuts 


of beef! The Acting Committee of 
the cattlemen and feeders in recent 
contacts with various retail associa- 
tions have been assured of whole- 
hearted co-operation.” 


A Mule Is Mourned 


As nice a parting word for a mule 
as you’d ever want to see was that 
run by the Polar 
Ice and Fuel 
Company of In- 
dianapolis last 


GATE GOODBYE DEAR PAL” 


week. It took 
four full col- 
umns in the 
local prints to 


mourn the pass- 
ing of “Queen, 
a mule, born 
1896, died 1938,” 
and all that 
scratchy looking 
portion of the 
advertisement 
you see here 
consists of the 
signatures of ev- 
ery member of 
the Polar staff. 
Queen was the 
faithful compan- 
of Kate, the copy explains, “but 


ion 
Kate and Queen have been far more 


than a pair of mules .. . they have 
exemplified Polar’s pride and active 
interest in the growth and _ better- 
ment of our great city... and, though 
Queen has passed away, this spirit 
will continue to carry on.” 

That sad looking animal you see 
up at the top of the ad is Kate, the 
survivor, saying “Goodbye, dear pal.” 


Jottings 

Separated by one thin sheet in the 
current Ladies’ Home Journal are 
the sorrowful girl in the Mum ad 
who has no date and no song in her 
heart because “it takes more than 
a bath—it takes Mum” to kill under- 
arm odor, and the vibrant young 
thing in the Cashmere Bouquet ad 
who announced, “I’ve got a date! So 
I'm bathing with fragrant Cashmere 
Bouquet soap... it’s the lovelier way 
to avoid offending.” 

Add to knee action, ete., ete., the 


“toe-action tread” of the Me- 
| Claren Autocrat tire. . . 


new 


a 


February 7, 


Inférmation 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national ad- 
vertiser or advertising agency execu- 
tive writing on his business letter- 
head. 


No. 1294. Consumer Action on “Mc- 
Call Street” in Pittsfield, the 
“Middletown” of New England. 

This is the second in a series of 
photographic studies of its readers 
—who they are, where they live, and 
what they do with the magazine— 
issued by McCall’s Magazine. Candid 
shots of the various activities of peo- 
ple in this typical community tell 
an interesting story of the American 
market, and how the daily problems 
of food, clothing, shelter, recreation 
and advancement are met. 


No. 1295. In Cleveland 4 out of 10 
Have a Vital Reader Interest 
Profitable to You. 

A picture of Cleveland’s 
Catholic market is given in 
folder issued by the Catholic Uni- 
verse Bulletin. While the national 
average of Catholic homes is 20 per 
cent, 40 per cent of Cleveland’s homes 
are of this faith, according to the 
folder, which shows the interest in 
the 254 churches, schools and insti- 
tutions, and the coverage of this 
market by the Bulletin. 


large 
this 


No. 1296. Men Who Make Markets. 


A series of fact-pictures of the 
chemical process industries is con- 
tained in this brochure, issued by 
Chemical & Metallurgical Engineer- 


ing, reviewing its 1937 advertising 
‘ampaign. The stories on ceramics, 
petroleum, chemicals, rayon and 
other major products, written by 


well-known chemical engineers, show 
the influence of these men in the pur- 
chase of equipment and supplies. 


No. 1297. This G-r-e-a-t Salesman Has 
the Key to “Metal-Working 
Town.” 

American Machinist has issued this 
study of the metal-working plants of 
Hartford, Conn., which shows its cov- 
erage of this field, and its reader 
influence among the production and 
plant operating men of the industry. 


No. 1277. The Spokane Market. 


This 56-page illustrated brochure, 
issued by The Spokesman-Review and 
Spokane Daily Chronicle, contains a 
vast amount of material on the Spo- 
kane trading area, including data on 
the population, its ownership and 
buying ability, and the area’s sales 
and industries. Details of the papers’ 
editorial set-up and coverage of the 
market are given. 


No. 1287. Annual Summary and Re- 
port. 


True Story Magazine has issued 
this report which shows the adver- 
tising volume and revenue of six 
major women’s magazines for the 
year ending Dec. 31, 1937. 


No. 1281. 
Market. 


This brochure, issued by KTAT, 
contains detailed information on 
Fort Worth’s 21-county market, with 
the illustrated story of the station’s 
facilities, programs, merchandising 
services and coverage of the area. 


No. 1280. Let WLTH Help You Sell 
a Market. 


In this folder, WLTH, New York, 
offers some interesting facts about 
Jewish broadcasting, maps of the sta- 
tion’s primary and secondary liste? 
ing areas, and market data broke 
down by districts, with comparable 
population figures for other markets. 


Selling the Fort Worth 


No. 1286. Surveys of the Souther" 
California Market, Covering 
Food, Drugs and Liquor. 

These studies, issued by Los A™ 
geles Herald and Express, presedl. 
in concise form, details of the f004. 
drug and liquor market in the 1! 


| counties of Southern California. 
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PHILADELPHIA RETAILER wrote 
as follows: “To adequately tell 
the results obtained from advertising in 
The Christian Science Monitor would re- 


quire a volume. 


“We have been advertising in this 
medium regularly since 1916, a period of 
twenty years. 


“This period has seen a struggle of 


new products against the old, of keen 
competition for the consumer's dollar, 
when the efficiency of each dollar spent 
by business houses must be carefully 
considered. 


“During the entire period, we have 
consistently secured results. Through 
the Monitor we have gotten more direct 
orders than through any other medium 
of advertising we have ever used.” 


Possibly you have an advertising prob- 
lem that can be solved, partly at least, 
by using The Christian Science Monitor. 
Why not talk the matter over with us? 
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ADVERTISING AGE 


February 7, 1938 


Trailer Life 
Easier with 
New Overalls 


Chicago, Feb. 1.—Trailer suits to 
make life more comfortable for those 
planning to live in trailers all sum- 
were displayed at the Merchan- 
dise Mart here today as the opening 
if the style preview of spring and 
summer wear revealed new empha- 
sis on this “moving” market. 

Buyers coming to the mart for 
women's, children’s and infants’ wear 
and which will continue 
through found that trailer 
overalls bed ticking stripe 


mel 


accessories, 
Feb. 11, 
made of 


denim with a loose jacket to match 
will be popular with the woman do- 
ing her household chores in her 
house on wheels next summer. 
Slacks, which were a favorite last 


summer, have been shortened to knee 
length and take their place between 


“shorts” and the new overalls. 


Beachwear Is Bright 


found that the 
dation garment technique has been 
adapted to bathing suits, and next 
summer will see styles of Lastex and 


Buyers also 


foun- | 


i will be brightly colored, with plum, 
peacock, myrtle green and orange the 
favorites. 

The first National Children’s Week, 
to focus national attention on chil- 
dren’s clothes, will begin Feb. 14 and 
will culminate in Young America 
Day Feb. 20. 


| 
| 


| Phelps Joins U. S. 


| 


| 


| William A. Phelps, formerly adver- | 


|tising manager of the Certain-teed 
| Products Corporation, New York, has 
joined the staff of United States Ad- 
vertising Corporation, Toledo. 


Westen Advanced 


R. B. Weston has been appointed 
assistant advertising manager of 
Ethyl Gasoline Corporation, 
York, and will continue in charge of 
the jobber department. 


Miss Stull to Lawson 


Helen Stull, formerly associated 
with Western Company and Under- 
wood & Underwood Studios, has 
|joined Lawson Studios, Chicago, as 
istylist and general manager. 


Plan Printing Exhibit 

The third annual Modern Trends 
in Printing and New Developments 
in Equipment Exhibition, sponsored 


| 
} 
| 


New | 


} 


| 


two-way stretch types in satin, vel-}/hy New York Employing Printers | 


vet and wool knits. Al) beachwear 


—_—— 


Association, Inc., will have a three- 


NEW FASHION FIELD 


Indicating a new feminine garment field 

is this special overall for trailer dwellers 

unfolded at the accessories market in 
the Merchandise Mart, Chicago. 


day showing at the Hotel Astor, New 
York, March 21-23. 


Rescue Royal Souvenir 


ea 


Promotion by Mere Day 


The Hague, Netherlands, Jan. 31. | souvenir maker, scanning the horizon 


-—Hamlet’s forlorn ghost, still tread- | 


ing the neighboring shores of Den- 
mark and repeating his query, “To 
be or not to be?” had plenty of 
earthly companions here until today 
when souvenir makers finally heaved 
a sigh and joyously began to cash in 
on “royal” promotion. 

The souvenir makers—obviously an 
intrepid, take-a-chance gentry— had 
gone New York’s Walter Winchell one 
better. They not only anticipated a 
blessed event but invested hard 
earned capital in the manufacture of 
spoons, watch fobs, shaving mugs and 
a thousand and one other items de- 
signed to help the public properly 
commemorate the expected royal ar- 
rival. 


Each of these souvenirs bore a 
neat engraving: “January, 1938,” a 
sentence which could make them 


worthless in a few short hours unless 
fate moved quickly. 
Stork Vigil Exciting 
January was fast waning and the 
gadgets were as yet unreleased and 
apparently doomed for a costly ob- 
livion. At 9 o’clock today many a 


phone Directories, you invest in “advertising insurance.” 


With the names, addresses and telephone numbers of local dealers 


listed under your trade-mark, prospects everywhere who want your 


product can easily find “Where to Buy It.” 


Such positive identification makes advertising more effective —com- 
pletes sales that advertising starts. This is especially true when you tell 


readers of your advertising to “look in your classified telephone directory 


for the names of authorized outlets.” 


Specific estimates furnished, without obligation, to advertisers or 


agencies. 


Trade Mark Service Div., American Telephone & Telegraph Co., 195 Broadway, 
New York (EXchange 3-9800) or 311 W. Washington St., Chicago (OFFicial 9300), 


Leading concerns insure 


HEN your trade-mark is prominently displayed in Classified Tele- 


sales this wa 


Kelly weward t 
pudde 
wonare® PP py il 
hy 


y! 


Co 
at 


pwAL 


for a glimpse of Sir Stork, might 
easily have wished that he had stuck 
to calendars, or shaving mugs, ete. 
—without inscriptions. At 9:30 he 
was definitely making plans to get 
back into that or some equally con- 
servative line. 

And at 9:47 he was saved. The 
princess had arrived and the souve. 
nir makers had called the turn on 
odds steep enough to chill the blood 
of the hardiest long-shot player. 

The princess—her full name will 
be Princess Beatrix Wilhelmina 
Armgard of the Netherlands, prin- 
cess of Orange-Nassau, duchess of 
Mecklenburg, and princess of Lippe- 
Biesterfeld—arrived at Soestdijk pal- 
ace, the Amsterdam home of Princess 
Juliana, the future queen of the 
Netherlands, and her husband, Prince 
Consort Bernhard du Lippe-Biester- 
feld. 


Recalls Coronation Furor 


The momentous occasion recalls the 
tremendous excitement which sur: 
rounded England’s Coronation last 
year and its material significance to 
manufacturers who neglected to con- 
sider the devastating effect that a 
woman may have upon crowns and 
kings and kingdoms. 

At that time millions of souvenirs 
}and reams of advertising material 
had been prepared “commemorating 
the coronation of Edward VIII.” 

Then came the abdication and the 
historic, radio-delivered reason why. 


The souvenirs and other product tie 
ins representing an enormous invest- 
/ment appeared at first to be a total 
| loss, inasmuch as they had been en- 
| graved with Edward’s name. But the 
hand of fate, apparently a kindly one 
at least to the souvenir makers, again 
enabled them to retrieve a victory 
from what seemed a certain defeat. 
These souvenirs went like hot cakes, 
'regardless of the fact that Edward 
had left the country, perhaps never to 
return. Political guessers in the 
United States, in view of these 
events, are expected to veer sharply 
from the customary “scientific” pre- 
election polls in 1940 and turn to 
the souvenir makers for truly relia- 
ble forecasts. 


Crabbs to Kenilworth 
_ Roscoe B. Crabbs has resigned the 
| presidency of the Philip Carey Mfg. 
;Company and _ subsidiaries, Cincin- 
|nati,. to become president of Kenil- 
| worth Mtg. Company, Kenilworth, 
|N. J. George D. Crabbs, formerly 
‘chairman of the board of Philips Mfg. 
;\Company and also of the Philip Carey 
|Company, a_ sales subsidiary, has 
been appointed president of the latter 
organization. 


| Plan Engraving Show 

| The Engraved Stationery Manufuac- 
jturers Association and the Employing 
Engravers Association, New York, 
will sponsor an exhibition of modern 
engraving in business and social sta- 
tionery and in Christmas cards at the 
Waldorf-Astoria Hotel, New York, 
Feb. 21-23. 


BOUQUETS 
OF 
OKAYS 


Schedules from new advertisers, in- 
creased space from old advertisers, 
cigars won on friendly bets about re- 
turns—all indicate high response from 


wife readers. @ These bouquets of 
advertising okays lead to this observa- 
tion: to be well heeled in responsive 
Mess, a Magazine must first be well 
liked and well read by its readers. 


—— 


The Family Circle's 1,515,000 house- | 
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ie | Phoenix, Arizona, trade area is due |) 4)8 
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Be ge among the first 200 
es of the United States, its actual 
= ranks it as follows:- 2nd in per Ted hoy mT ee. a 
ts. capita of retail sales—60th in total | i ey ) an eT 5 BF 
vo ar “mmtomotive sales—74th i in total ane Li - i >» — 
B|  sales-97th in total retail sales~99th — 
vial 7 in total bank deposits-102nd in total | 


rk, : ; m : ; “Se | H , Pi ue = af sit es 
er _ income tax returns-113th in total Lin ea ae re 
m9 _telephones~1 20th in total electrical *&%* The Phoenix Republic and Gazette daily seslart an ee of 


- : 7 280,000 persons, more than half the population of Arizona. 
= _ connections. eat place oO se 
a é ean - P a ** Mail analysis shows that KTAR, Arizona’s pioneer broadcasting 


station, is preferred by 75% of Arizona’s radio families. 


PHOENIX ACTS AND DOES BUSINESS AS A CITY OF A QUARTER MILLION! 
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Homer McKee to 
Erwin, Wasey As 
Vice-President 


Chicago, Feb. 3.—Homer McKee, 
veteran copywriter and for 21 years 
president of the agency bearing his 
name, this week joined the Chicago 
office of Erwin, Wasey & Co., as vice- 
president. Robert McKee, secretary- 
treasurer of Homer McKee, Inc., also 
joins Erwin, Wasey in an executive 
capacity. 

Entering advertising as a cartoon- 
ist and printing company executive 
in Indianapolis, Mr. McKee headed 
advertising and sales of the Cole and 


Marmon automobile companies before 
he came to Chicago to establish his 
own agency. He also was associated 
for five years with Sears, Roebuck 
& Co. 

Accounts moving to Erwin, Wasey 
with Mr. McKee are Sears, Roebuck 
& Co. publication advertising, Link 
Belt Company institutional, Bunte 
Brothers candy company, Allstate In- 
surance Company and Hercules Life 
Insurance Company. 


Scull in New Post 


Thomas R. Scull, formerly with J. | 


Stirling Getchell, Inc., New York, 
has been appointed secretary and ad- 
vertising manager of Chrysler Tower 
Corporation, New York, managing 
the observation floor in the Chrysler 
bldg. 


| business papers, radio and outdoor. 


Five Name French 
Oakleigh R. French & Associates, 
Inc., St. Louis, has been appointed 
to handle advertising of C. V. Mosby 
Company, publisher, using business 


SUPREME COURT 
STUDIES EFFECT 
OF ADVERTISING 


| — 
Dawes, Dann to RCA New Mexico Tax Case Reaches 


| High Tribunal 


papers and direct mail; Station 
WTMV which will use magazines, 
business papers, radio and direct 


mail; Wallace Pencil Company; Pa- 
pendick Bakery Company, radio and 
outdoor, and Chicago & Southern Air- 
lines, Inc., newspapers, magazines, 


Charles G. Dawes, formerly vice- 
president of the United States, and 


Gano Dunn, president of J. W. White 


Engineering Corporation, have been 


Washington, D. C.. Feb. 3.—The 


named to the board of directors, |. 2 ht / 
of Radio Corporation of America, ®"ect of advertising upon interstate 
New York, commerce was at issue before the 


@In 1937, advertisers placed 31/2 times as many advertising 


pages in Business Week as in 1933 — according to the Printers’ 
Ink 5-year report of magazine lineage. An increase of 249%, 
it places Business Week 7th among all national weekly, 
monthly and women’s magazines in total advertising pages. 


Every year* more and more advertisers recognize the impor- 
tance of selling to executives and discover for themselves that... 


BUSINESS WEEK REACHES MORE EXECUTIVES PER 
ADVERTISING DOLLAR THAN ANY OTHER MAGAZINE 


* Business Week's volume continues to gain with 
an increase in January, 1938, over January, 1937. 


— 


—$—____ 


MOBILE BRAND 


W. & J. Sloane, New York, is launching 
an extensive campaign in magazines for 
Alexander Smith & Sons’ floor covering, 
with a cut-out designed in the copy to 
enable consumers to take the brand 
Boston (left), and Newlin Wildes, Ladies’ 

name with them on 


United States Supreme Court today 
as that tribunal heard arguments pro 
and con on the application of the 
New Mexico sales tax to advertising 


revenues of Western Live Stock 
Magazine, Albuquerque. 
A district court held that imposi- 


tion of a sales tax on advertising re- 
ceipts constituted a burden on inter- 
state commerce, this viewpoint, how- 
ever, being reversed by the State 
Supreme Court. 

Resuming the debate today, with 
indications of an early decision by 
the court, Frank H. Patten, attorney 
general of New Mexico, argued that 
a contract for publication of an ad- 
vertisement in a newspaper or maga- 
zine exercises such a remote effect 
upon interstate commerce that such 
a contract clearly falls within the 
scope of a state law taxing resultant 
revenues. Mr. Patton quoted a rul- 
ing of the United States Supreme 
Court: 

“While a state may not use its 
taxing power to regulate or burden 
interstate commerce, it is settled that 
a state excise tax which affects such 
commerce only incidentally and re- 
motely, may be entirely valid where 
it is clear that it is not imposed with 
the covert purpose or with the effect 


: 


of defeating Federal constitutional 
rights. 
“The turning point of numerous 


decisions is whether the tax affects 
interstate commerce so directly and 
immediately as to amount to a genu- 
ine and substantial regulation of, or 
restraint upon it, or whether so re- 
motely thai the tax is not in reality 
a burden.” 

D. A. MePherson, Jr., of Albu- 
querque, contended, on the other 
hand, that advertising is an integral 
step in the interstate movement of 
merchandise and definitely becomes 
an instrumentality for and part of 
interstate commerce. 

Advertising in Western Live Stock 
Magazine, he asserted, is an “inex- 
tricable’ part of the national sales 
programs of advertisers, stimulating 
demand for goods and thus causing 
interstate movements of the mer- 
chandise. 

“No national advertiser would use 


the magazine,” said he, “if it were 
not circulated in interstate com- 
merce. Upon publication and circu- 


lation, payment is made by the ad- 
vertiser across state boundaries. 
“This tax is not upon the mere 
making of a contract. It is a tax 
upon the accomplished fact of publi- 
cation and circulation within and 
without the state of New Mexico.” 


APPEAL FROM VERDICT 


AGAINST NEWSPAPERS. 
Washington, D. C., Feb. 3.—De 
cision of a Phoenix court last week 
that newspapers are not within the 
legal conception of interstate com 
merce, and therefore are subject t 
a state sales tax, will be appealed t0 
the United States Supreme Court, 
according to Elisha P. Hanson, attor 
ney for American Newspaper Pub- 
lishers Association. 

Mr. Hanson said the appeal will be 
based on the theory that the Arizon@ 
‘law is unconstitutional because it is 
| class legislation, taxing some bus!- 
/nesses and not others. 
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February 7, 1938 


NAME WEEK FOR 


CONSERVATION 
OF WILD LIFE 


Billion Dollar Industry Held 
Endangered 


Chicago, Feb. 1—-The smiles which | 
ordinarily accompany projection of a | 
new “week” were missing at the clos- 
ing session of the National Sport- 
ing Goods Association at the Con- 
gress Hotel today as Frederick F. 
Jordan supplemented his announce- 
ment of “National Wild Life Res- | 
toration Week” with the statement 
that wild life is responsible for one 
of the country’s largest industries, 
amounting to about one billion dol- 
lars annually. Mr. Jordan is director 
of the General Wildlife Federation. 

The billion dollars spent yearly by 
sportsmen flows through 14 main 
channels, the conservation expert said 
—-transportation, hotels and camps, 
finance, fishing equipment, boat build- 
ing, sporting arms and ammunition, 
sports literature, horse and dog 
breeding and raising, provisions and 
beverages, cameras and optical goods, 
clothing and footgear. 

The sporting goods dealers profit | 
by seven of these avenues, he said, 
und thus have more at stake than | 
any other single factor. 

“The typical American sportsman, 
said Mr. Jordan, “is neither the boy 
in overalls with a cane pole and an 
ancient single-barreled shotgun, nor) 
is he the gentleman with a long rack 
of imported firearms and fishing gear, 
a twin-Diesel fishing cruiser in the 
South, a camp in Canada, a kennel 
of dogs and a membership in an ex- 
pensive duck club. He is in between 


| 
| 


these two and he is your best cus- 
tomer. 
“This average sportsman owns 


three and a fraction firearms, count- 
ing pistols and revolvers. He has 
three fishing rods with reels. One 
in three of this average sportsman 
owns a rowboat or canoe, one in five 
has an outboard motor. Almost one 
in 10 has a motorboat. 

“This customer of yours has about 
$400 invested in his outdoor outfit. 
Outside of travel expenses, he spends 
about $160 a year on sport.” 

New Hampshire, a typical state in 
proportion of wild to cultivated land, 
derives an annual income of about 
$5,931,000 from sport, 5.79 per cent, 
$348,652 being spent for equip- 
ment. From this index, Mr. Jordan | 
said that the national total 
for equipment is $57,900,000. 

He quoted Theodore Roosevelt as) 
saying, “When the topsoil goes man 
goes,” adding that extinction of wild | 
life is due to the same causes which | 
have brought floods, erosion, dust | 
bowls, and ruin of streams by pollu- | 
tion. 

He 


spent | 


closed with an appeal 


Ever See 


PUT feeling 
INTO YOUR 
MAILINGS 


5 Distinctive Colors 
Write for Samples 


UNITED STATES 
PAPER CORPORATION 


3026 FRANKLIN BOULEVARD 


CHICAGO, ILLINOIS 


Devise Dealers’ 


| to develop the program, consisting of 


to the| 


BEHIND THE SCENES OF FRIGIDAIRE SHOW 


The candid cameraman catches Carl Copp, 


Frigidaire general sales manager 


(left), and Frank Pierce, household division manager, as they give final approval 
of the 1938 Frigidaire dealer show to Ellsworth Gilbert, Frigidaire convention 


director, before the show 


sports dealers to invest liberally in | 
stamps to be issued by the Washing- | 
ton organization to finance the fight. 


Emblem to Aid 
Brand Liquors 
New York, Feb. — for an 


aggressive campaign to make liquor 
buyers more brand conscious were | 


| outlined here last week at a meeting | 


attended by sales and advertising ex- | 
ecutives of leading distillers, agen: | 
cies handling liquor accounts and | 
media representatives. The proposal | 
was the outgrowth of recent surveys 
which revealed that only 58 per cent | 
of consumers specify brand names in | 
purchasing liquor package goods, | 
while at bars only 48 per cent indi- | 
cate preferences in ordering straight 
drinks and 22 per cent in ordering | 
mixed drinks. 

The approach to the problem was | 
discussed in terms of winning greater 
support for advertised brands from 
wholesalers, retailers and dispensers, 
with the suggestion advanced that 
some sort of insignia or identification | 
seal be prepared, emphasizing the | 
seller’s specialty of offering known 
brands of merchandise. Both con- 
sumer and trade media were said to, 
be willing to co-operate in advancing 
the aims of the program. 

General discussions on the subject 
have been conducted for the past few 
months by a group of agency execu- | 
tives representing liquor accounts. | 
A special committee has been named | 


Mortimer Lowell, White-Lowell Com- 
pany; S. O. Youngheart, Cecil, War- 
wick & Legler; Philip Luken, Law- | 
rence Fertig & Co.; and Frederick | 
Anderson, Alley & Richards Company. 

The identification insignia is ex- | 
pected to take the form of a button | 
for retail sales people and bar attend- 


ants, announcing, ‘Name Your Brand | 


We Carry a Complete Line.” Point 


of purchase material emphasizing the | 


same theme will also be prepared. 


Two Appoint Ullman 


| Roland G. E. Ullman Organization, | 


| Philadelphia, has been named adver- 
| tising counsel for Merritt-Chapman & 


Scott Corporation, New York, con- 
|tracting and engineering. Magazines 
| and business papers will be used. 


Standard Paper Mfg. Company, Rich- 
mond, Va., has also appointed Ull- 
mann to handle its advertising. Mag- 
azines and business papers will 
used. 


| New Radiad Address 

Radiad Service, Chicago, has moved 
to 612 N. Michigan avenue. The com- 
| pany has also been named representa- 
tive of the Vis-O-Phone Sales Com- 
pany, at the same address, handling 
sound slide machines and 
turntables. 


Clark Now On Own 
Gene E. Clark, formerly with Sta- 
tions KQW, KJBS and KROW, 
opened an office in San Jose, Cal., for 
the marketing of programs to agen 
cies and stations. 


} 


portable 


The 1938 


“hits the road.” 


‘NIAA Picks Statler 


convention of the Na- 


tional Industrial Advertisers Associa- 
tion will be held at the Statler Hotel, 


the Cleveland 


convention committee 


announced last week. The dates are 


Sept. 21-23. 


A typical “I. MAGNIN & C 


‘lied Trades 


Drug, Chemical Group 
Plans March Meeting 


The 1938 Drug, Chemical and Al- 
Dinner will be held 


/March 3 at the Waldorf-Astoria Ho- 


tel in New York. 
Reservations should be placed with 


Ray C. Schlotterer, group secretary, | 
jat 41 Park Row, New York. 


Ralph 


-E. Dorland, Dow Chemical Company, 


lis 


‘name of Sports Equipment 


chairman of the reception com- 


mittee. 


Mahon Plans Sport Show 


J. R. Mahon has purchased the 
Exposi- 
tion from E. S. Gillette, publisher of 
| Sporting Goods Journal, and plans a 
sports trade show in Chicago at the 
Stevens Hotel, Aug. 7-10. Sports pub- 
lications and direct mail will be util- 
ized to promote the exposition. 


To Korbel & Colwell 


Gilbert J. Kitching, Jr., formerly 
with New York News Bureau Asso- 
ciation, has joined Korbel & Colwell, 
Inc., New York, public relations 
‘counsel. He will specialize in finan- 
cial and industrial lines. 


Gets St. Joseph Lead 


St. Joseph Lead Company, New 
York, producer of domestic pig lead, 
has appointed Frank Best & Co., Inc., 
New York, to handle the advertising 
of its lead and zine divisions. Indus- 
|trial papers will be used. 


awe ae 


Se AN 


Squibb Bids to” 


Physicians in 


ee 


Over 50 Drive 


New York, Feb. 1.—With Standard 
|Brands’ campaign on behalf of the 
consumer over 40 going full blast, FE. 
R. Squibb & Sons put a new twist on 
|its semi-institutional drive for men 
lover 50 this week with a definite 
move to enlist the co-operation of 
physicians. 

The bid was made in an elaborate 
brochure issued to physicians 
throughout the country pointing out 
‘that magazine copy on this theme, 
| inaugurated by Squibb last year, will 
be pressed during the coming 12 
months. One of the copy themes will 
urge, “Gentlemen, make your physi- 
cian ‘vice-president’ of your coming 
fifties.” 
| William Douglas McAdams is the 
agency in charge of this institutional 
campaign. 


For El Dorado Oil 
El Dorado Oil Works, San Fran- 
cisco, producer of Coconut meal and 
other vegetable food concentrates, has 
appointed Brewer-Weeks Company, 
San Francisco, to conduct a market 
study, preparatory to a farm publica- 

tion and newspaper campaign. 


| 


O. Examiner adver- 


tisement featured this exquisite suitcase of grained 


brown leather with a removable inner case with 
| genuine blonde tortozse shell fittings at $1500. 


*IN CALIFORNIA—I. Magnin & Co. main- 
tain stores at San Francisco, Oakland, Del 
Monte, Santa Barbara, Montecito, Los Angeles, 
Hollywood, Pasadena, Palm Springs and Coro- 


nado. 


Whe — EXAMINER 


| 


be 


| 
| 
| 


| 


has | 


SALES MASTER OF AMERICA'S FOURTH RETAIL DISTRICT 
Represented Nationally by the HEARST INTERNATIONA! 
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Alka-Seltzer 
Trade-Mark Is 
Upheld in N.Y. 


New York, Feb. 3.—A unanimous 
opinion that “Alka-Seltzer” is a valid 
trade-mark was given this week by 
the Appellate Division of the New 
york Supreme Court in granting a 
permanent injunction sought by the 
Miles Laboratories Inc., manufac- 
turcr of Alka-Seltzer, against Amer- 
ican) Pharmaceutical Company, Inc., 
manufacturer of Aphco Alkaline 
Seltzer. 

he judgment, rendered by Referee 
Herman B. Goodstein after hearings 
in September, 1935, held that use of 
the words “alkaline seltzer” consti- 
tuted “unfair competition” and an 
infringement of Miles Laboratories’ 
registered trade-mark. The judgment 
ordered American Pharmaceutical to 
account for profits realized. 

The defense contended the words 
“alka,” “alkaline” and “seltzer” were 
commonly used in the trade and “so 
descriptive as to invalidate such 
name as a trade-mark.” 


Merritt With Calloway 


George N. Merritt has joined Callo- 
way Associates, Boston. 


Charlie McCarthy 
Boomed For Mayor 


South Milwaukee, Wis., Feb. 
3.—It’s a publicity gag but a 
good one. Charlie McCarthy, 
Chase and Sanborn’s talkative 

dummy, was nominated for 
mayor here this week with pe- 
titions duly signed and filed 


| and no questions on local resi- 
| dence asked. Harry Eldred, 
| Station WTMJ publicity man- 
| ager and Charlie’s campaign 
| chief, announced plans to pro- 
| mote Charlie’s election by serv- 
ing C&S coffee at the polls. 


Expands Schedule 


Olympic Knitting Mills, New York, 
maker of Tish-U-Knit sweaters, has 
expanded its national advertising 
campaign to include a special promo- 
tion on its new Yearound All-Oka- 
sional sweater. Eight class and 
women’s magazines and rotogravure 
wili be used. Hicks Advertising 
Agency, New York, handles the ac- 
count. 


Collins to “Harper’s” 


Ross Collins, formerly with Cowan 
& Van Leer, Inc., New York, has 
joined the sales and merchandising 


staff of Harper's Bazaar, New York. 


REFRIGERATORS 
PRICED 10 TAP 
LOW WAGE FIELD 


Vast Market Newly Available, 
Says 6-E Official 


By WILSON B. FISKE 

Cleveland, Feb. 2.—The _ vastly 
broadened market for electrical ap 
pliances in the lower income groups 
—brought about through creation of 
lower prices as a result of mass 
production—was set forth as one of 
the industry’s most significant 
trends by A. M. Sweeney, manager 
of domestic refrigeration sales of 
General Electric Company, at an 
“Editorial Preview” here last week 
celebrating the opening of the G-E 
Institute’s new display kitchens and 
home service rooms, 

Other company executives, outlin- 
ing G-E’s 1938 plans to newspaper 
and magazine representatives, in- 
‘cluded C. H. Lang, general advertis- 
‘ng manager, and A. L. Scaife, man- 


idy Bit of Baggage! 


T takes a market with plenty of money—spending 


money —to assimilate little trinkets like a $1500 suitcase! 


Conversely, it requires media with the entree and cover- 


age of such markets to produce profitable advertising 


returns on items in the obviously luxury class! 


For years, I. Magnin & Co., who operate a total of 13 


exclusive stores in Northern and Southern California, have 


consistently advertised such quality merchandise in both 


the San Francisco and Los Angeles Examiners! 


Says Dorothy Frank, Advertising Manager of I. Magnin 


& Co.,; “We are great believers in the highest quality 


merchandise and in the highest quality advertising.” 


The TWO EXAMINERS IN CALIFORNIA produce 


profitable sales-volume in EVERY price range. 


1. Magnin 


& Co., recognize that fact in offering luggage from $1500 


down to $34.50! 


Whatever you have to sell in the Golden 


State, the TWO EXAMINERS are the Golden Gate! 


‘Foc FXAMINER 


“"*BUY WORD" 


OF NORTHERN CALIFORNIA 


ADVERTISING SERVICE, Rodney E. Boone, General Manager 


Gov. Frank Merriam (left), who addressed the annual California Newspaper 

Publishers Association convention in Riverside, gets a boutonniere from pretty 

Marjorie Hagen as Retiring President George Morell, Peninsula Newspapers, Inc., 
waits his turn. 


ager of the advertising and sales 
promotion section of the specialty 
appliances sales division. 

Present plans of G-E, it was 
brought out by these officials, will 
include a greater stress upon sell- 
ing the “completely electrical kit- 
chen,” which is now _ available 
through G-E dealers and distribu- 
tors instead of being installed and 
handled by several different groups. 

Increases in attention will also be 
devoted to the replacement market; 
a perplexing problem due to the 
fact that a new refrigerator major 
selling point is its longevity and 
that present owners, on the other 
hand, must be convinced that their 
refrigerators or other appliances are 
obsolete. 

Price Is Halved 


As an indication of the progress 
made in reaching a price level on 
refrigerators adapted to the lower 
income groups, Mr. Sweeney com- 
pared a 1927 model with one of the 
same size in 1938. Respective 
prices, he pointed out, were $370 
and $179. 

In addition, he emphasized that 
today’s model is much improved in 
operating efficiency, costing an av- 
erage of 87 cents per month to run 
as compared with $3.40 in 1927. To- 
day’s model will also produce 60 
pounds of refrigeration in 24 hours, 
while the 1927 model’s capacity was 
but 20 pounds. Other advances cited 


by Mr. Sweeney include noise re- 
duction and improved streamline 
appearance. 


The potential market for refriger- 
ators today, he said, included 7,994,- 
000 unsold families with incomes 
under $1,000; 7,623,000, with in- | 
comes ranging from $1,000 to $2,000; 
3,010,000 in the $2,000-$3.000 bracket; 
$34,000 in the $3,000 to $5,000 group 
and 321,000 with incomes in excess of 


$5,000. 

Mr. Lang accented the greater 
standardization available in G-E 
kitchen equipment today and the 


fact that such improvement has en- 
hanced the sales appeal of “com- 
plete kitchens,” rather than individ- 
ual units. 


Cyclone to Wade 


Cyclone Mfg. Company, Urbana, 
Ind., producer of electric chick brood- 
ers and poultry supplies has ap- 
pointed Louis E. Wade, Inc., Fort 
Wayne, Ind., as its advertising coun- 
sel. John Wagner is account execu- 
tive. 


Goldman to WSYR 


Simon Goldman, for the past 13 
months commercial manager of Sta- 
tion WJTN, Jamestown, has been 
transferred to the commercial depart- 
ment of WSYR, Syracuse. Harry 
Wilder controls both stations. 


Hanna Leaves Ayer 
Jay Hanna, for eight years a radio 
director of N. W. Ayer & Son, Ince., 
New York, has resigned. He plans 
to act as consultant on radio produc- 


tion. 
Agency for Carstairs _ 
Lennen & Mitchell, Inc., New York, | 
has been named advertising agency | 
for Carstairs Brothers Distilling 


Company, Inc., Philadelphia. 


De Lewil Pinihs 
Time Ripe for 
Rural Contest 


New York, Feb. 1.—On the prem- 
ise that the slack season in rural 
areas gives the farmer more time for 
trips to town and for “reading and 
writing,” De Laval Separator Com- 
pany has launched its first national 
contest venture, offering $3,500 in 
prizes for the best letters on “Why 
do you like the new world standard 
De Laval separator?” 

The objective of this contest, com- 
pany executives disclosed, will be 
solely to bring the farmer into the 
dealer’s store. Announcement copy, 
appearing in an extensive list of farm 
magazines, emphasized that the pros- 
pective entrant must visit the De 
Laval dealer to obtain an entry blank 
bearing the contest question. The 
question itself did not appear in the 
copy. Rural route mailings under the 
dealer’s imprint will supplement the 
magazine advertising. 

The company, while optimistic re- 
garding results of the venture, will 
have no past contests with which to 
compare current returns. 


Cow Is Requisite 


Local contests, it was pointed out, 
have been used in the past, but these 
were primarily for the purpose of 
obtaining testimonial letters. The 
new contest, running to March 
31, is open to any farmer or member 
of his family having one or more 
cows. First prize is $1,000. The fol- 
lowing three are also in cash, while 
10 De Laval separators will be given 
to the remaining winners. Letters are 
limited to 100 words. 

Copy announcing the contest also 
proclaimed the debut of the new De 
Laval separator models and stressed 
purchases on the deferred payment 


FOR 


rot, MONEY 


STOCK PHOTOGRAPHS CHARACTERIZED 
Y FINE QUALITY. GOOD TASTE AND 
TECHNICAL EXCELLENCE 


Specific subjects submitted 
en approval. 
FREE CATALOG SENT ON REQUEST 


HAROLD M. LAMBERT 


7240 Ogontz Ave. Phila., Pa. 
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Maybe the Senator 
Had Another Meaning 


To the Editor: Copy Cub com- 
ments: “Senator Wheeler’s advice | 
to railroads which are financially | 
embarrassed to go through the 
wringer is spoken in the firm accent 
of a man without railroad securi- 
ties.” 

What, hasn’t the senator checked 
up on the portfolios of his insurance 
companies? 

Then, maybe, he’s depending upon 
“social security” invested in govern- 
ment bonds even though he 
knows that he and associates, or 
successors, will have spent the de- 
posits long before he now hopes to 
need it. 

Or, could it be that the senator 
has “rubbed out” other  people’s 
money so long that it has no mean- 
ing or value? 

O. J. WILLoUGHBY, 

Publisher, Refrigeration, Atlanta. 
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Bank Dared Educational 


Broadcasts and Scored 

To the Editor: Thousands of De- 
troiters are familiar with the little 
couplet used as the signature for the 
“Did You Know” or “Little Known 
Facts About Detroit” radio program 
sponsored by the Industrial Morris 
Plan Bank. 

Our bank was one of the first to 
recognize radio as an important ad- 
vertising medium. We ran the entire 
gamut of program possibilities, in- 
cluding spot announcements, musical 
entertainment, news commentating, 
news reporting, dramatic sketches— 
in fact we used almost every kind 
of program which we thought would 
fit into bank advertising. We were 
not entirely satisfied. But just about 
the time you feel that all workable 
ideas have been exhausted your muse 
or lady luck will come to your rescue. 

In our case it was the application 
of an overheard conversation to our 
problem. These two conversational- 
ists were talking about a new pro- 
gram dealing with New York’s 
“Broadway.” Now, we reasoned, if 
distant Broadway holds such charm 
for Detroiters—why wouldn't the 
story of Detroit carry a proportion- 
ately greater interest? So came the 
basic idea. The “Little Known 
Facts” program was given a daily 
trial over a 13-week period. To say 
that it was successful would be put- 
ting it mildly. 

Successful pioneering is liable to 
make one bold and so the Industrial 
Morris Plan Bank dared to enter the 
much disputed field of educational 
radio and sponsored a program on 
“Proper Pronunciation.” Radio crit- 
ics in no uncertain terms depreciated 
the idea of trying to educate the 
public, stating that dials would be 
switched to other stations. Their 
predictions became more alarming 
when they learned we were taking 
time Sunday afternoons and a half 
hour at that. 

We, at the bank, were conscious 
of the new national emphasis on 
speech. Talking pictures and radio 
plus the fortunate death of the old 
time elocutionist set the stage for a 


This department is a reader’s forum. 


| Started to click immediately. 


new program. We believed the pub- 


lic was ready and the time was ripe. | 


The program, which was a nice blend 
of entertainment = and 


education, | 


Once 
‘again telephone calls, letters, and 
cards galore came to give the stamp 
of approval to the step the bank had 
taken in the field of educational 
radio. Especially suprising was the 
wide range of interest evidenced. 
Letters were received from the Gold 
Coast district to the poorer sections 
of the city—from adults and from 
children—from staid business men 
and seventh graders. The range of 
appeal was complete. 

We have not mentioned the word 
“commercial” as a specific factor in 
these broadcasts. It is our belief 
that the strictly commercial part of 
any radio program should be geared 
directly to the subject at hand. We 
spend a great deal of time and 
thought in getting the commercial to 
“fiow” from the broadcast as a con- 
tinuation of the general theme. The 
president of the bank sits in on each 
reading of the commercial and makes 
valuable suggestions concerning the 
bank’s policies and the psychological 
tone of the commercial itself. 


Our advertising department now 
includes a full time radio program 
director who is responsible for the 
gathering and presentation of all 
material used in our broadcasts. Edu- 
cation in radio has been declared a 
dangerous move for commercial ac- 
counts. We do not agree with these 
warnings—providing the materials 
are presented in the right manner 
and are written entertainingly and 
from the human interest standpoint. 
Composition of material is one thing 
—and presentation is another—both 
must be of high quality. With such 
an artistic alliance—you cannot fail! 


R. M. MEISEL, 
Advertising Manager, Industrial 
Morris Plan Bank, Detroit. 
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Caterpillar Employes 
Get Annual Report 


To the Editor: You have from time 
to time, we seem to recall, commented 
somewhat caustically on the dullness 
of most corporations’ annual reports, 
so perhaps you'll be interested in 
comparing our report for 1936, typi- 
cal of those for preceding years, with 
our just-released report for the year 
1937. 


You will note that, in addition to 
numerous other changes, our latest 
report is directed not only to stock- 
holders but also to employes of the 
company. 

And in the border illustrations, 
which break up what admittedly was 
rather dull statistical reading, such 
fundamental stories as this are told: 


“We ordinarily think of the man 
who sits in this office (office of the 
president) as the one who is the 
‘boss.’ But the president of this 
company is an employe of the stock- 
holders—-more than 16,000 people— 
men and women who have invested 
their savings in this business and 
are the owners of it. 


“Stockholders supplied the money 
to buy land and erect buildings and 
provide machines and material with- 
out which an industrial enterprise 
such as ours would not be possible.” 

G. M. WALKER, 

Advertising Manager, Caterpillar 

Tractor Company, Peoria, Il. 


Letters are welcome. 


Branham Stations All 
Are Newspaper-Owned 


To the Editor: I read with inter- 
est the story on page 21 of the Jan. 
24 issue, relative to the representa- 
tion of radio stations. 


I thought you might be interested | 


to know that instead of the half- 
dozen stations which you say we rep- 
resent, we now have 10 radio sta- 
tions on our list, and further that 
we represent only radio. stations 
which are owned by newspapers. 
C. H. SUNDBERG, 
Research Director, The Branham 
Company, Chicago. 
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We Sincerely Trust 


It’s the Former, Too 

To the Editor: Several days ago 
I was scanning the proof sheets of 
a photo mat service to which we sub- 
scribe. 

Something in the enclosed photo 
struck me as being vaguely familiar. 
Closer observation revealed that the 
page on which the glasses are resting 


is none other than the editorial page 
of ADVERTISING AGE. 

Perhaps this photo is a bit of sym- 
bolism. The spectacles symbolize the 
intelligent, clear- thinking reader, and 
the editorial page of ADVERTISING 


* ie 


AGE was Naturally chosen because it 
stands for the high type literary 
nourishment upon which such a lofty 
intellect would naturally feed. 

Or, on the other hand, it may 
symbolize a disgusted reader who, 
having read your editorials, has 
taken off his glasses and is prepar- 
ing to clip two or three of your 
writers on the jaw. I sincerely hope 
that this latter interpretation is er- 
roneous. 


RayYMOND D. Lyons, 


Advertising Manager, The Rhodes- 
Burford House Furnishing Com- 
pany, St. Louis. 


A Philatelist Club 
For Advertising Men? 


To the Editor: I am curious to 
know how many of my contempora. 
ries in the field of advertising share 
with me the hobby of stamp collect. 
ing. If possible, I would like to “dis. 
cover” the advertising man (or 
woman) who has collected stamps 
for the longest period of time. 

Also, I would appreciate a line 
from any member of the advertising 
profession who delights in the hobby 
of collecting stamps, as I desire to 
compile a directory of these philate}. 
ists to be used for the sole purpose 
of contacting these philatelists in an 
effort to secure their co-operation in 
forming a philatelic club limited to 
“advertising” collectors. 


JoHN D. STANARD, 


President, Advertising Associates, 
Chattanooga, Tenn. 
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Is This a Feat? 


To the Editor: Maybe you noticed 
the current Listerine magazine copy, 
titled, “So many times a day in 
Danger!” The lady certainly has big 
feet! 

CLARENCE N. JOHNSON, 


Art Director, Reinke-Ellis-Young- 
green & Finn, Inc., Chicago. 


An All-time High 


for Hardware Age Circulation— 


21,106 


as of December 30, 1937 


(Previous high point was 20,955, Sept. 1929) 


net 
paid 


and it is high reader interest circulation, too, 


as shown by its 


79.11% 


( three years the renewal rate 
has hovered about the 80% figure 


IN 1937— 


Of manufacturers using 


national hardware papers 


93% 
and 
L ] To Hardware Age 


And ONLY. 
of all advertising published 


advertised in 
Hardware Age 


of these used 


in national hardware pa- 
pers, over 


7 1 % was placed in 


Hardware Age. 


live reader interest. 


story a pleasant one. 


A Chilton 
Publication 


A.B.C. 


Subscription 
Renewal Rate 


The circulation of Hardware Age follows very 
closely the distribution of hardware store sales. 
Both geographically, section by section, and by 
communities from the smallest towns to the lar- 
gest cities, the circulation of Hardware Age tests 
up in sound relationship to hardware sales. 


Where the hardware busines is, there is Hard- 
ware Age ready to act as your sales promotion 
emissary among wholesalers and retailers, buy- 
ers and sellers, in every part of the country. 


Your advertisement entrusted to Hardware Age 
will attain practical saturation of the hardware 
trade, and under the most favorable auspices of 


Let Hardware Age help you make your 1938 sales 


HARDWARE Ace — 


A.B.C. * Charter eo 


+ ABP. 
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MARK THE DESTINATION q 


OF THIS COPY 
OF LOOK! 


OK 


WHOLE-FAMILY 
COVER-TO-COVER 
READERSHIP 


Moves Merchandise! 


The head of a great food organization recently said, 
“Our advertising purpose is to reach every member of 
the family who can possibly influence a sale. When we 
are sure we have done that, we know our merchandise 
will move.” 

Long before LOOK was born, its publishers had 
made test after test, survey after survey to find out what 
interests ALL people and, (probably more important) 
what leaves them cold! 

They were supremely confident that they could pack 
LOOK with interest... for men... for women... for 
children .. . every member of the family! 


2,000,000 people now pay 10c cash every time an 
issue of LOOK appears on the stands. 

A recent independent survey established that LOOK 
is read by 4.6 people per copy. And that was LOOK’s 
aim... to reach everyone in the family “who could 
possibly influence a sale.”’ 

LOOK ’s 13-time rate of $3500 a page for this tre- 
mendous whole-family readership has convinced a long 
list of leading American advertisers that LOOK is an 
extraordinary buy. American business welcomes a new 
way to reach millions ...and MOVE MERCHANDISE 


...at less cost. 
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SPORTS GOODS 
STORES FOUND 


SUB - STANDARD 


Chicago, Feb. 3.—Sporting goods 
dealers are poor salesmen, their 
stores are poorly organized, most of 
them wait for the customer to make 
overtures, windows are generally be- 
low par, and personal appearance of 
salesmen leaves much to be desired. 
Worst of all, many have no set prices 
and allow customers to bargain. 

These were some of the criticisms 
presented to the National Sporting 
Goods Association at the Congress 
Hotel this week by James R. Ozanne, 
Chicago merchandising counselor, 
based on a shopping tour of Chicago 
sports goods establishments. Though 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver- 
tisement) 


—$—$$—$— ———— 


| RADIO SALES DIRECTORS TALK OVER PROMOTION EN MASSE 


Twenty-two stations in Missouri, lowa and Nebraska were represented at this sectional gathering of the Broadcast Sales Direc- 
tors’ division of the NAB in Kansas City to discuss sales and promotion problems. 
Herb Hollister, KANS; D. J. Poymer, WMBH; Gardner Reams, WDAF; J. C. Rapp, KMA; Owen M. Balch, KWOS; L. O. 
Fitzgibbons, Central States Broadcasting System; Paul Hamman, KFAB-KOIL; M. H. Straight, WHB; Clark Luther, WOC; 
Craig Lawrence, KSO-KRNT; Don E. Inman, WMT; Hale Bondurant, WHQ; Jack Neil, KCMO; Ralph Foster, KWTO-KGBX, 
and John E. Pearson, KWTO-KGBX. Seated are: Glenn Griswold, KFEQ (left); J. Leslie Fox, KMBC; Owen H. Balch, 
KCKN; Ed Dennis, WHB; Ellis Atteberry, KCKN; Jack Todd, KANS; Ken Church, KMOX; Howard O. Peterson, WOW; John J. 


Standing are: R. L. Rose (left), KWOS; 


the pill was somewhat bitter, the 
dealers swallowed it with good grace 
and voted Mr. Ozanne’s talk the fea- 
ture of their annual meeting. 


Where Dealers Fail 


Mr. Ozanne summed up with these 
nine points: 

“1. You are friendly. 

“2. You have excellent information 
about some lines, for example, fish- 
ing tackle. You fail, however, to vol- 
unteer the interesting facts you pos- 
sess. In other words, you lack the 
sales spirit. 

“3. Your stores are poorly organ- 
ized. Many are merely a jumble of 
merchandise. Your housekeeping is 
terrible. We saw plenty of dust and 
‘rats’ nests.’ 

“4. On alertness, which is one of 
the basic factors on which stores are 
judged, sporting goods dealers gen- 
erally rank low. Only 14 of 52 of 
you said ‘Good Morning,’ or gave 
some equivalent greeting, 18 merely 
grunted, and the remaining 20 said 
nothing. 

“5. Your windows fail to appeal to 
sports lovers and interiors are poorly 
lighted. Many signs were found to 
be old, dirty and poorly printed. 
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“6. Your ability to sell us a sec- 
ond item, under the heading of sug- 
gestive selling, rated only 20 per 
cent. 

“7. The personal appearance of 
salesmen and owners was poor, com- 
pared with retail standards generally. 
Many wore no coats, others affected 
sweaters, often none too clean. 

“8. Assortments of merchandise 
are good. 

“9. You have no set prices. We 
were able to get discounts and re- 
ductions in many of the stores we 
visited.” 


Suffer by Comparison 


Admitting that exceptions to this 
indictment were found, Mr. Ozanne 
asserted that the grade of the indus- 
try as a whole is far beneath that of 
other successful lines. Comparison of 
sporting goods stores with others, 
type against type, for instance, gave 


the former a rating of 16th in a list 
of 20. 

Lack of salesmanship in the trade, 
is exemplified by a rather morose | 
outlook on the future. In response | 
to a questionnaire, 71 merchants said 


the prospects for golf equipment sales 


there will be no change or that re- 
sults will be worse. 

“This high percentage of pessimism | 
is a bad sign,” said Mr. Ozanne. “A | 
merchant usually gets what he ex-! 


pects. Here is a large percentage of 
the industry actually welcoming a 
slump in volume.” 

As for the lack of established 


prices, he quoted numerous examples 
to show that dealers are willing to 
take almost any sum the prospect 
offers. One issued a world-wide defi | 
with the statement that “We will | 
meet anybody’s price.” A wide dif- 
ference in quoted prices on the same 
article in different stores was also 
found. 

In a store which otherwise meas- 
ured up to the highest standards, Mr. 
Ozanne found the clerk chewing gum. 
While Mr. Ozanne does not object to 
gum per se, he said that any influ- 
ence which takes the mind off the 
immediate business at hand is un- 
favorable. 

These defects are by no means con- 
fined to retailers, however. Of 95 
booklets provided by manufacturers, 
Mr. Ozanne rated 30 good, 55 medi- 
ocre, and the rest ineffective. 

He recommended that the dealers 
clean house, organize their stocks, 
devote more attention to lighting, 
dramatize displays, budget purchases, 
watch stock turns, adopt advertising 
appropriations, train salesmen and 
have a certified public accountant 
give them a monthly check-up. 


Erdman to Top Post 
of Franklin Printing 


William J. Erdman has been named 
| president of Franklin Printing Com- 
pany, Chicago, succeeding the late 
Wade Sheltman. 

Other officers in the reorganization 
are W. Curtis Hoagland, vice-presi- 
dent, and Constance Sheltman, secre- 
tary-treasurer. 


Brown Advanced 


Downing P. Brown, formerly sales 
manager of the Brown Company, 
Portland, Me., paper manufacturer, 
has been named foreign manager suc- 


Copy Testing 
Spurs Dealers 


Corning, N. Y., Feb. 3.—Pre-testing 
of copy is an old story to advertising 
men, but it is still hot news to deal- 
ers, the Pyrex housewares division 
of Corning Glass Works reported this 
week following distribution of its 
1938 advertising portfolio to the lat- 
ter. Not only are retailers display- 
ing pre-tested magazine advertise- 
ments in their windows, as _ sug- 
gested, but they are replenishing 
stocks to be able to meet the heavy 
demand which they expect. Leading 
items were catalogued in the port- 
folio to enable dealers to order intel- 
ligently. 

While three newspapers were used 
for test copy, an independent, re- 
search organization was employed, it 
was disclosed, to cover cities in which 
no advertising was used. Results of 
the two surveys were strikingly 


are better than in 1937, while 49 said | ike. 


“How” Copy Pulls 


“How to be a better cook,” one of 
the headlines used in small space in 


|the Indianapolis News, Dallas News 


and Syracuse Journal, not only 
yielded the most responses to a hid- 
den offer, but it won the most votes 
among women of Buffalo, Chicago, 
Minneapolis, New York and Pitts- 
burgh, who were interviewed by in- 
vestigators. This copy offered a cus- 
tard cup for a small amount in 
stamps. 

The principles developed by the 
tests will be employed in the 1938 
campaign in Good Housekeeping, Mc- 
Call’s and Woman’s Home Compan- 
ion, dealers were told. In addition, 
the industrial field will be cultivated 
through Business Week, Fortune and 
Time, copy emphasizing research fa- 
cilities of Corning in solving indus- 
trial problems. Consumer copy is 
placed by Batten, Barton, Durstine & 
Osborn, with Charles L. Rumrill & 


Co. handling industrial. 


“Fortune” Production 


Manager Joins Johnson 


John F. Vance has joined R. L. 
Johnson, Inc., New York. He was for- 
merly associate editor of Fortune 
and later was in charge of production 
for Fortune, Life and Architectural 
Forum. 

As an executive of Time, Inc., Mr. 
Vance worked in Europe in 1934 de- 
veloping new intaglio printing ma- 
chinery and spent three months in 
Chile for Fortune. 


To 20th-Century-F ox 


Tom Alfred, formerly on the ad- 
vertising staff of Columbia Pictures 
Corporation, Los Angeles, has joined 
Twentieth Century-Fox studios in a 
similar post, succeeding Bob Doman, 
who has been transferred to the pub- 
lic relations department. 
| e . 

Joins “Economist” 

Otto Highfield, formerly in charge 
of the advertising creative depart- 
ment of the Cuneo Press, Inc., Chi- 
cago, has been named advertising 
manager of The Economist, Chicago 


ceeding Alvaro S. F. Chaves, resigned. 


weekly business newsmagazine. 


ISSUES PRIMER 
OF ADVERTISING 
TO RESTAURANTS 


Chicago, Feb. 3.—Following the 
principle of improving its own busi. 
ness by helping that of customers 
Swift & Co., Chicago, has issued “A 
Primer of Advertising for Restay. 
rant Owners,” which is being dis. 
tributed by National Restaurant As. 


sociation, Chicago, as well as by 
Swift’s hotel and contract depart. 
ment. 

The principles embodied in the 


booklet will be brought into play on 
a wholesale scale May 2-8, desig. 
nated as National Restaurant Week. 
The occasion will also be supported 
by a number of national advertisers 
in their publication copy and net- 
work radio programs. 

“When Leo Nejelski, advertising 
manager of Swift & Co., was ap 
pointed by the Chicago Federated 
Advertising Club to act as chairman 
of a committee of judges in the Na- 
tional Restaurant Week Newspaper 
Advertising Contest,” commented Na- 
tional Restaurant Association, “he 
had an opportunity to inspect a vast 
quantity of the promotion efforts of 
hundreds of the country’s better eat- 
ing places. He saw a lot of adver- 
tising, and he saw a lot of weak- 
nesses in that advertising. 


Copy Made Available 


“Mr. Nejelski decided to help cor- 
rect some of the mistakes restaura- 
teurs were making in their adver- 
tising. Among his contributions are 
the ‘Primer of Advertising’ and the 
preparation of a series of five adver- 
tisements, suitable for use by any 
restaurant. Mats of these advertise- 
ments, in either two or three column 
size, have been made available.” 

The Primer of Advertising outlines 
briefly the special merits of news- 
papers, radio and posters, and points 
out that the restaurant story must 
be adapted to the self-interest of the 
consumer. 

“No woman wants a jar of cold 
cream—every woman wants beautiful 
skin,” it says. “No woman wants a 
washing machine—every woman 
wants relief from drudgery.” 

The advertisements made available 
to the industry offer such suggestions 
as “Take her out to dinner tonight,” 
“Pies like mother used to bake,” and 
“Roast beef is not a meat—it’s an 
art.” 


Baldwin Paper Adds 12 


Baldwin Paper Company, Inc., New 
York, has been named distributor for 
the following papers: Riegel’s Tuf- 
wite Offset and Tuf-Tag; Fraser’s 
Border Mimeograph and Fraopaque; 
Chemical’s Doeskin, Daily Sales, In- 
ternational and Interwoven Cover, 
Devinne Smooth, Sheerleaf, Cambria 
and Myriad Onion Skin. 


Oklahoma has Brookmire’s aP- 
proval as an area where con: 
sumer income for the s!* 
months ending April 1, 1938 
is estimated at 30% ahead ° 
the same period the past three 
ears. 
nfluence this market with a” 
Oklahoman and Times cam 
paign in 1938. 


THE DAILY OKLAHOMA 


OKLAHOMA CITY TIMES 


OKLAHOMA CITY 


ising AgencY 


Representative: E. Katz Special Advert 
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ADVERTISING AGE 


money well spent is what C. H. 
Gattis, Assistant Passenger Traffic Man- 
ager, calls the Seaboard Air Line Rail- 
way’s half-page four-color rotogravure 
advertisement on their Florida service 
which appeared exclusively in The New 
York Times on Sunday, November 28th. 


oS 


money well spent because it “kept 
our telephones unusually busy with re- 
quests for information ... inquiries by 
mail jumped by leaps and bounds and are 
still (December 11th) coming in.” (We 
quote a letter from S. B. Murdock, General 


Passenger Agent at New York.) 


oS 


money well spent because it “brought 
an unusually large number of inquiries 
to all our representatives in the North- 


east and Middle West.” (Mr. Gattis.) 


THROUGH 
THE HEART 
OF THE 


money well spent because public of- 


ficials, customers and ticket agents com- 
mented favorably ... Florida’s Governor 
said, “I congratulate you!” .. . Jackson- 
ville’s Mayor said, “This advertising will 


lure people to Florida!” 


ro — 0) 


money well spent because (best rea- 
son of all) “This advertising will make for 
us many a dollar!” (Mr. Murdock.) 


ro — 7) 


Advertisers generally find that investing 
in The New York Times is money 
well spent ... because The Times 
provides them with a larger audience than 
any other newspaper of the above- 
average families whose greater respon- 
siveness to advertising brings in “many 
a dollar.” As a result, advertisers make a 
habit of using The Times more than any 


other New York newspaper. 
oSo 


May we suggest that advertising in The 
Times will bring you “many a dollar’? 


Che New Pork Times 


“ALL THE NEWS THAT'S FIT TO PRINT” 
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SOLVES LIBBY'S 
SALES PROBLEMS 


James Tells How Multi-Prod- 
uct Hurdle Is Leaped 


By RICHARD B. ESPEY 

Chicago, Feb. 1.—How Libby, Mc- 
Neill & Libby is solving the problem 
of promoting a broad list of canned 
food products : 
many of which 
compete with 
individual prod- 
ucts backed by 
much more ex- 
tensive budgets 

was outlined 
today by R. L. 
James, vice- 
president and 
general sales 
manager. The 
answer seems Ob- 
vious: place first 
emphasis on the 
brand name and 
vidual product merits. 
many ramifications in the execution. 

Working on a _ recently adopted 
flexible budget, Libby’s present plans 
call for an advertising expenditure in 
1938 equal to that of 1937, Mr. James 
told Apverrisinc Acre. Expenditures 
for last year, according to Publishers’ 
Information Bureau, amounted to 
$469,722 in magazines, radio and 
farm publications alone. 


R. L. James 


second on the indi- 


Why Brand Emphasis 


Mr. James explained that the Libby 
policy of emphasizing the brand name 
over the sales appeal of most of the 
individual products is due in part to 
the fact that many competing prod- 
ucts, marketed by manufacturers of 
more limited lines, are backed by 
budgets which Libby could not rea- 
sonably hope to match. 

“Campbell’s soup and Heinz’s pork 
and beans might be examples of 
this,’ Mr. James commented. “Our 
budget would run into many millions 


AMAZING SYSTEM SETS” TYPE WITHOUT TYPE 


FOTOTYPE.--the new ‘synthetic’ type--com- 
posed this ad... and it will compose many 
type lines for you, at trifling cost, right in 
your own office. Fast! Economical! Easy to use! 
The cardboard letters fit into special compos- 
ing stick and can be set as fast as a hand 
compositor sets type. Automatically aligned. 
Cuts type costs for offset or zincs down to 
rock bottom. Many modern types available, 
also reverse letters. WRITE FOR FOLDER. 


THE FOTOTYPE CO. 625 Washington, Chicago 


But there are | 


| if we attempted to match on each of 
BRAND EMPHASIS our products the budget of its chief 
competitor. Obviously, we cannot do 


this. 

“We do place more emphasis on a 
few of our major products, but in the 
main, Libby advertising sells the 
brand name first and then the eco- 
nomic, convenience and healthful as- 
pects of the individual product.” 


Rosy '38 Outlook 


| Libby’s flexibie program, Mr. James 
|said, is in effect an optimistic one, 
| because it contemplates an expansion 
of their advertising, rather than a 
retraction. 

“There is not too much margin at 
any time in the marketing of canned 
goods,” he said, “and while packs 
last year were plentiful in most lines 
and the present outlook is for a 
steady market, we have held off from 
lexpanding our budget. 

“We are optimistic about business 
in 1938. In spite of all the talk about 
|}unemployment, there are a lot of peo- 
| ple gainfully employed. We 
|that canned goods are the biggest 
|bargain on the market today, and 
lthat Mrs. Housewife has plenty of 
| money in her food budget to 
absorb the Libby output. 

the recession 


“When 
l lifts, we'll be ready to enlarge our 
advertising activities. We hope it 
| will be soon.” 

| The bargains offered today’s house- 
wife in canned goods are easily evi- 
denced, Mr. James added, by a glance 
at comparative prices. Libby’s aver- 


dropped to an all-time low of $2.56 
in 1932, while the present figure is 
but 36 cents above this, or $2.92. 
Never has there been a more favor- 
able period for national brands than 
today, Mr. James asserted, citing two 
|major reasons. First, he pointed out, 
the average spread of 5 per cent be- 
tween the national brand-private 
brand price is considerably smaller 
than it has been for some time past. 


}mented, might be the favoritism 
}shown national brands by most dis- 
tributors who welcome the _ faster 
turnover. The latter factor, Mr. 


a larger net dollar profit to them in 
the end even if the profit per can or 
package is less. 

On labeling, a current controversial 
topic among food packers, Mr. James 
also emphasized the greater value to 


opposed to a contemplated govern- 
pointed out, would work toward low- 
ering grade standards and would 
mean much less as a point of 
chase sales aid to the consumer. 

The rising tide of consumer de- 
mand for informative advertising has 
been and will continue to be = an- 
swered by Libby’s policy of labeling 
that goes even one step further than 
“telling the whole truth and nothing 
but the truth,” Mr. James declared. 

“Mrs. Housewife is entitled to a la- 


Let’s Race! 


When it's a question of time 
or production economy . . 
tographic 


. or pho- 
perfection, our stock 
illustration department is ready for 
instant action. Every out of town 
order, for example, is sent on the 


minute by air mail, air express or 


first class special delivery mail. 
Whenever you have an idea to 
illustrate with photographs call 


wire or write us. 


If you haven't our new supplemented catalog, let us send you 
a copy on 30-day approval. 
new and beautiful stock advertising illustrations. 


Il | HOTOGRAPHIC 143 Neth Wabash Ave. 
ILLUSTRATIONS": 


It contains nearly a thousand 


Illinois 
Phone FRAnklin 0075 


Chicago 


think | 


fully | 


atmosphere 


age price per case reached an all- 
time high in 1930 at $4.50. This} 


Secondly, national brands are gain- | 
ing increasing confidence from con- 
sumers. 

Added to these points, he com- 


James said, is often responsible for | 


consumers in the highly descriptive | 
technique now employed by Libby, as | 


mental grading system. The latter, he | 


| 
pur: | 


NEW CONSUMER POST 


Schamber, 
who has joined the San Francisco Call- 
Bulletin to direct a new consumer re- 
search service, encompassing individual- 
ized consumer market analyses of the Bay 
territory. 


Katherine research analyst, 


| 


|bel that is truly representative in all 
| respects to the contents of the can,” 
jhe said. “On a can of peas, for ex- 
ample, our label includes a chart 
showing varying sizes. An arrow, 
pointing to the size packed in the 
can, not only shows the purchaser 
what size she is getting but gives her 


a comparative picture as well. The 
consumer also wants to know, and 
deserves to be told, just how many 


halves of peaches there may be in 
la can, how many servings it will 
make, the consistency of the syrup 
and all other relevant details,” he 
added. 


Cites Fixed Price Problems 


Mr. James is also somewhat 
ical of price legislation. 

“Fixed prices,’ he commented, 
\*“*would seemingly prevent predatory 
| price cutting and loss-leader selling, 
| but over-pricing can be just as great 
jan evil as either of the former. Ob- 
| viously, we want our distributors to 
make money, but a fixed price for 
one might easily work a severe hard- 


crit- 


ship upon another. The size of the 
|distributor’s business, his overhead 
|costs and the service features he 
{offers his customers are all vital 
factors, which would make it diffi- 
‘cult if not impossible to satisfy all 


| distributors with re-sale price con- 
| tracts,” 


To Griswold-Eshleman 

| Nickel Plate Railroad has ap- 
|pointed Griswold-Eshleman Company, 
|Cleveland, to conduct a newspaper 
and magazine campaign. This agency 
|has also been appointed by Cleveland 
division of Montana Flour Mills, man- 
_ufacturer of Saphire flour, and by the 
| Welling Engineering Company, Cleve- 
‘land. Radio and newspapers are 
scheduled for the flour account, with 
business papers planned for the en- 
gineering company. 


Use Limerick Appeal 
Milwaukee appliance 
|the Milwaukee Electric 
|Light Company have 
newspaper drive to 
tion of electricity. <A gift of the 
month limerick contest is a feature 
of the campaign, with electrical ap- 
pliances offered as prizes for the best 
entries. Klau-Van Pietersom-Dunlap 
Associates, Inc., Milwaukee, is the 
agency in charge. 


dealers and 
Railway & 
launched a 
build consump- 


. 
Repackage Spices 

McCormick & Co., Ine., Baltimore 
manufacturer of more than 30 vari- 
eties of spices, has repackaged its 
complete line in metal canisters, the 
change involving use of a white litho- 
graphed metal can, carrying 
brand name on a diagonal band of 
blue, with the name of the spice 
prominently displayed upon the side 
of the can. 


Issues Promotion Books 
Atlas Radio Distributing Corpora- 


tion, New York, producer and dis- 
tributor of transcribed radio pro- 


grams, has issued pressbooks with 
each of the 28-serial features on its 
1988 schedule. Compiled along mo- 
tion picture lines, the books suggest 
promotion ideas for display adver- 
tisements, car cards, window cards 
'and posters. 


| 


| 


| Esquire, Field and Stream, Life, Out- 


the | 


'more logical plan 


— 


He Can Fly Cited as Plane 
Makers Problem Number ] 


Chicago, Feb. 2.—The inability of | 
Mr. John Smith to visualize himself 
either as a prospect for, or the actual 
purchaser of a shiny new airplane 
was cited today by exhibitors of pri- 
vate planes at the International Air 
Show here as the promotion problem 
the industry must solve if sales in 
this branch of aviation are to con- 
tinue their upward trend. 

Aircraft sales, including commer- 
cial planes, reached a new monthly 
high of $13,237,019 in December, ac- 
cording to the Aeronautical Chamber 
of Commerce of America. This was 
nearly double the $7,568,577 recorded 
for the same month in 1936. The 
total for the year was $115,076,950, 
an increase of 49.8 per cent over the 
1936 total of $76,804,818. These totals 
include airplanes, airplane engines 
and spare parts and the 1936 total 
also includes $9,108,381 in sales of 
military planes. 


Small Cities Fruitful 


A heavy increase in sales of its 
low-priced “Cub” is expected during 
1938 by the Piper Aircraft Corpora- 
tion, Lock Haven, Pa., a company 
spokesman said today. 

“Last month we began an intensi- 
fied drive which will include copy in 
10 general circulation magazines as 
well as several aviation publications,” 
this executive said. “Our present 
plans call for sales of 3,000 planes 
this year. 

“Small-city residents seem to be 
much better prospects for this type 
of plane than those in urban centers. 
This is due chiefly to the fact that 
airports in larger cities are generally 
at some distance from residential cen- 
ters and easily accessible to only a 
small part of the population. 

“Another factor which usually re- 
ceives much consideration by the 
srospective purchaser of a low-priced 
plane is that of hangar expense. This 
is a substantially larger item, for ex- 
ample, than that of garaging a car.” 

The “Cub Sport” is listed at $1,395 
and can be purchased with a down 
payment of $465. The free course in- 
cludes eight hours of dual flying in- 
struction. 


Piper Uses Magazines 


Magazines on the Piper schedule 
include Collier’s, Country Gentleman, 


door Life, Popular Mechanics, Popu- 
lar Science, The Saturday Evening 
Post and Time, as well as an exten- 
sive list of aviation magazines. 
Hutchins Advertising Company, Inc., 


Rochester, N. Y., is the agency in 
charge. 

Another company in the low-priced | 
field to make extensive gen- 
eral media is the recently organized 
Taylor-Young Airplane Company, Al- 
liance, O. 

Carl B. Wootten, sales manager, 
stressed the necessity of making the 
average man consider himself as a 
possible pilot as the first essential 
in plane merchandising. Mr. Woot- 
ten emphasized this point by relating 
several “accidental” sales made in 
recent months to men who, if they 
had been asked previously, would 
have denied point-blank that they 


use of 


sively at readers of aviation maga. 
zines who presumably have alreag, 
been bitten by the flying bug. : 

Regardless of the respective mer. 
its of these two plans, Mr. Porte. 
field’s personal ability as a salesmay 
can searcely be questioned. Some 2; 
hours after the opening of the show 
he reported sales of 27 light planes 
an average of one per hour, for ap 
approximate total of $40,000. 

Other manufacturers to report sales 
evidence of increasing public interes 
were the Rearwin Airplane & Motor 
Company, Kansas City, and the Fair. 
child Aircraft Corporation. Both of 
these lines are somewhat higher jp 
price. 

A further appeal for travel by airy 
was comprised this week in the offe, 
of TWA of free transportation t 
wives of fare-paying husbands. This 
offer includes every point on the TWa 
systems but limits the length of the 
trip. 

United and American lines made 
similar offers last week. 


Loucks Assistant 
to George McGivern 


Jack Loucks has joined Blackett. 
Sample-Hummert, Chicago, as assist. 
ant to George R. McGivern, media di- 
rector. 

Mr. Loucks came from E. Katz Spe- 
cial Agency, New York, where he 
spent a year. He was formerly with 
Bill Brothers Publishing Company, 
working on Sales Management. 


Hodges Is Promoted 
by Marshall Field 


Luther H. Hodges has been ap- 
pointed general manager, manufac- 
turing division, Marshall Field & Co., 
New York, succeeding J. P. Marge- 
son, Jr., resigned. 

Mr. Hodges, who has been produce- 
tion manager of the manufacturing 
division for two years, has specialized 
in the marketing end of the business 


Leases “Western Home” 

Occidental Publishing Company, 
Los Angeles, has leased Western 
Home Furnisher, owned by the Bat- 
telle Publishing Company, San Fran- 
cisco. Printing and production will 
be transferred to the Occidental plant 
in Los Angeles, but editorial offices, 
in charge of C. W. Edwards, editor. 
will be retained in San Francisco. 


McC avvene ‘Ad vanced 


John J. McCarrens, formerly assist- 
ant, has been appointed classified ad- 
vertising manager of the Cleveland 
Flain Dealer, succeeding K. K. Hack- 
athorn, who has joined Stations WHK 
and WCLE as sales manager. 


were in the market at all. In many 


of these instances, Mr. Wootten com- | 


mented, the distributor making the 


sale was equally as astonished as the | 
| purchaser to find that a 
| 

changed hands. 


plane had 

The Taylorcraft planes are listed 
at $1,495 and are also available on 
time payments. 

Mr. Wootten said that the com- 
pany would continue its advertising 
in Collier's, The Saturday Evenina 
Post and Time and expected to sell 
1,000 planes during the year. Me- 
Daniel, Fisher & Spelman, _ Ine., 
Akron, is the Taylorcraft agency. 

At variance with these merchan- 


dising programs is that disclosed by | 
E. E. Porterfield, Jr., president of the | 


Porterfield Aircraft Corporation, Kan- 
sas City. 

Mr. Porterfield asserted that 
circulation media, in his opinion, 
reached entirely too many readers 
uninterested in aviation and that the 
is to aim exclu- 


mass 


Copyright—1937—McLaurin-Jones Ce. 
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Meat Industry 
Eyes Means to 
Finance Drive 


—— 


Chicago, Feb. 2—The meat indus- 
try, like Barkis, “is willin’” and rec- 
ognizes the need for promotion to 
revive a waning public demand for 
meat, executives revealed at a meet- 
ing here yesterday with representa- 
tives of related industries, but the 
sole concrete proposal eventuating 
was that railroads make available 
display space in stations for posters 
advertising meat. 

The meeting followed launching of 
a spot radio drive by the National 
Live Stock and Meat Board and a 
suggestion by Thomas E. Wilson, 
chairman of the board of Wilson & 
Co., as reported in ADVERTISING AGE, 
Jan. 24, that the industry could rea- 
sonably spend $1,000,000 yearly in 
co-operative advertising. 

This suggestion was left open fol- 
lowing the meeting which saw at- 
tendance by representatives of the 
banking, railroad, restaurant and 
hotel fields. Chief obstacles to such 
a drive, according to industry spokes- 
men, are the matter of raising funds 
and the difficulty of pro-rating a 
contemplated industry budget. 

It was also pointed out that an in- 
dustry-wide campaign to be truly 
effective must necessarily be an ex- 
tensive one, and that unless an ap- 


SNOW SPORT 


Good Housekeeping, 


Bourne, 
Boston (left), and Newlin Wildes, Ladies’ 
Home Journal, Boston, get mutual sup- 
port while trying on their new skiis on a 
Vermont slope. 


Thomas 


propriation could be obtained to sup- 
port a broad program, there was 
scant possibility of any at all. 

The restaurant and hotel men 
pledged support at the meeting of the 
meat industry, promising increased 
emphasis upon meat in menus. Lead- 
ers in the other fields volunteered to 
assist “in any way possible.” 

Sessions similar to this will be 
staged in other key cities throughout 
the country, it was announced at the 


close of the conference. 


PHOTO 


WRINKLING 
CURLING 
SHRINKING 


LAYOUTS+-DUMMIES +> MASKING 


MOUNTING ©« every paper- 


joining need. 
TRY BEST-TEST FOR CLEAN, 


SPEEDY RESULTS 
AT ALL DEALERS 


FOR FREE SAMPLE, WRITE 


UNION RUBBER & ASBESTOS CoO. 


TRENTON, N. J. 


There’s only ONE PLASTIC MAT 
... and that’s made by 


RAPID 


“Plastic Mat” is the copyrighted name of a product 
made exclusively by The Rapid Electrotype Company. 


Everyone knows that the ‘Plastic Mat’’ is the biggest 
advance in mat making in many a year. In repro- 
duction qualities no mat can equal it. 


Because of that, this word ‘‘Plastic’’ as applied to a 
mat is being tossed around rather loosely in the trade. 
We suggest that you look into the so-called ‘‘Plastic 
Mats’”’ you may be using. To be genuine and to give 
you the really superior results of a true ‘Plastic Mat’ 
it must be made by Rapid. 


On request, we will be glad to send samples for 


OR a 


“ vr, 


your inspection. 


Cnbek ie canes Bye ; eae 5 at nr ; Toa 
Se Se PRE RH IO 


N A T I! 


Branch Plants or Offices at 
Atlantic Electrotype & Stereotype Co., 228 E. 45th St., New York 
Northern Electrotype Company, 47 Burroughs Ave., Detroit 


Hoffschneider Brothers . 


. . 500 Howard St., San Francisco 


Philadelphia Mat & Plate Co., 243 No. Juniper St., Philadelphia 
Chicago 


“ee ee 


400 North Michigan Ave. (Wrigley Bldg.) 
Rhodes Haverty Bldg., 134 Peachtree Street 


WORLD’S LARGEST MAKERS OF ADVERTISING PLATES 


Getting Personal | Coming 


Two fancy airedales will carry the hopes of B. H. (Ben) Rowley, 
a.m., Joseph Dixon Crucible Company, in the forthcoming dog shows in 
New York and vicinity. Judging from the grooming the entries are re- 
ceiving, Ben will be satisfied with no less than two blue ribbons... 

Thanks to William S. Paley, CBS prexy, the University of Michigan 
library now has 125 new publications on its shelves devoted to radio 
broadcasting. The gift was presented to swell the college’s collection 
which will be available to students and research workers. . . 

A first son, Victor Nelson, arrived last Monday morning at the West 
Englewood, N. J., homestead of Mr. and Mrs. H. Victor Grohmann. He's 
a partner in the Needham & Grohmann agency. That means a potential 
playmate for little Gwendolyn Anne, age 3... 

Dr. Paul Nystrom, the genial, competent and precise president of 
the Sales Executives Club, permitted himself to become slightly loquaci- 
ous at this week’s meeting. Apparently he felt that for once he’d be 
excused if he didn’t run the session “by the clock”—and why not? Rea- 
son for the mellowness was his 60th birthday... . 

Speaking of birthdays, the Advertising Club of Washington did it- 
self proud last week when it played host to Theodore William Noyes, 


FELICITATE LORD & THOMAS VETERAN 


Friends of long standing gathered about Theresa Power at a luncheon in the 

Maryland Hotel, Chicago, last week and viewed the wrist watch presented on her 

retirement after 48 years’ service with Lord & Thomas, in charge of contracts. 

They are Florence Johnson (left), with L&T 28 years; Miss Power, Sadie L. 
Sprague, 33 years, and Blanche Nash, 35 years. 


editor, Washington Star, on the occasion of his 80th. In congratulating 
the dean of Capitol journalism, the club paid tribute to his achievements 
in establishing reader confidence, “the backbone of all advertising”. . . 

Attention O. O. Mcintyre: Add “look-alikes’’— Ned Doyle, a. m., and 
Ed Maher, p.m., Look. Many’s the time they’ve confused onlookers. . . 

Although their standing as members of Actors’ Equity hasn’t been 
questioned so far, the crew of NRDGA celebrities that participated in 
the “Surprise Session” will probably get plenty of Broadway bids. For 
posterity’s sake and for those showmen who are looking for finds, here’s 
the cast that wowed a large first-night (and last) audience—Lew Hahn, 
NRDGA major domo; Mark Lansburgh, Lansburgh’s, Washington; Har- 
old Brightman, L. Bamberger & Co., Newark; Alfred Henry, Gimbel’s: 
Irwin D. Wolf, Kauffman’s, Pittsburgh; R. G. Brown, J. L. Hudson Com- 
pany, Detroit; William M. McLeod, Filene’s, Boston; and N. M. Mitchell, 
Ed. Schuster Company, Milwaukee. . . 

Saul M. Broun, chairman of the board, Sterling Advertising Agency, 
left this week for a six-weeks tour of the country... 

National Horse Show Association has elected as president Amory 
L. Haskell, owner of Station WBNX, New York. In addition to his 
numerous affiliations with horsemen’s groups throughout the country, 
Mr. Haskell conducts the annual Woodland Farms Invitation Junior 
Horse Show on his Woodland Farms estate. Both Mr. and Mrs. Haskell 
are exhibitors of breeding stock and hunters. . 

The “Q” Club came into being at the canners’ convention in Chi- 
cago, with H. W. Baldwin, president of Baldwin Laboratories, Inc., 
Saegertown, Pa., as its first leader, and newspaper men as members. 
Standing for “Quabellaros,” the club boasts in its membership such star 
salesmen as Bill Virtue, Charles H. Eddy Company; Harry Schomaker, 
Branham Company; C. C. Callihan, St. Louis Globe-Democrat; Bob Lig- 
gett, St. Paul Pioneer-Press, and others. . . Charley Younggreen, of 
Reincke-Ellis-Younggreen & Finn, reports that the recession hasn’t been 
noticed at Miami... 

Winslow P. (Tiny) Leighton, of Leighton & Nelson, Schenectady 
agency, has returned from a Caribbean cruise. . . Edward E. Voynow, 
v.p., Edward Petry & Co., Chicago radio rep., has bought a town house 
at 1442 Astor street... 

With no flood in sight this year, the Advertisers Club of Cincinnati 
had a gay time at its annual mid-winter dinner dance Jan. 29 at the 
Gibson Hotel. Al Apking, a.m. of The E. & J. Swigart Company, was 
chairman... 

Stuart Phillips, advertising manager of Dole Valve Company, Chi- 
cago, is the first advertising man to take advantage of United Air Lines’ 
offer to transport wives free. Mr. and Mrs. Phillips flew to New York 
last Friday to start a three weeks’ South American cruise... 

Ethel Barbara Scully, organizer of the Women’s Advertising Club 
of Milwaukee and v. p. and treasurer of Morris F. Fox & Co., invest- 
ments, was married Jan. 29 to Whiting Alden, of Fort Wayne, Ind. 
Mrs. Alden was elected the only woman member of the executive board 
of the Associated Advertising Clubs of the World in session in London 
in 1924 and for 15 years she was a board member of the Financial 
Advertisers’ Association. 

Allyn B. Mcintire, v.p., Pepperell Mfg. Company, is again chairman 
of the publicity committee of Greater Boston’s Community Fund... 

Marty Brown, secretary to Newell-Emmett’s art director, has an 
aquarium of her own. It’s a beautiful multi-colored bowl, ferns, gravel, 
three gold fish and a box of Golden Voice Natural food. The fish and 
bowl were models for a White Rock advertisement and after their 
portraits were painted, Marty wouldn’t let them go, so they’re still in 
the art dep’t. . . Don Hawley, representative of C. Perry Weimer, 
artist, in New York, has jumped to second ranking Eastern tennis 
champion. He hit an all time high by winning 11 straight matches... 


en ~ 


Conventions 


Feb. 8—Annual convention, Cans. 
dian Association of Broadcaster, 
Ottawa. 

Feb. 14-16—Annual convention, Na. 
tional Association of Broadcaste;, 
Hotel Willard, Washington, D. C, 

Feb. 15-16—Annual convention, |, 
land Daily Press Association, Hote 
Sherman, Chicago. 

Feb. 18-19—Annual meeting, Inte; 
state Advertising Managers Associ, 
tion, Williamsport, Pa. 

March 21-22—Annual conventioy 
Interstate Circulation Managers Ags. 
sociation, Wilmington, Del. 

March 22-25—Annual Packagin 
Exposition of American Managemen; 
Association, Palmer House, Chicag, 

Mareh 31-April 1—Annual conven 
tion, Hotel Sales Managers Associa. 
tion, Atlantic City. 

April 20-283—Annual conventiop 
American Association of Advertising 
Agencies, The Greenbrier, Whit 
Sulphur Springs, W. Va. 

April 26-29 — Annual convention 
American Newspaper Publishers As 
sociation, Waldorf Astoria Hote 
New York. 

May 3-7—Annual convention, Pre. 
mium Advertising Association 
America, Chicago. 

May 10-12—Annual convention, 
Lithographers National Association. 
The Homestead, Hot Springs, Va. 

May 13-14—Annual convention, Ad. 
vertising Affiliation, Hamilton, Ont 

May 22-25—Annual convention, Na 
tional Paper Box Manufacturers As 
sociation, Hotel Cleveland, Cleveland. 

June’ 12-15—Annual convention 
Advertising Federation of America 
Statler Hotel, Detroit. 

June 26-30 — Annual convention 
Pacific Advertising Clubs Associa 
tion, Ambassador Hotel, Los Angeles 

June 26-30—Annual convention, In. 
ternational Association of Display 
Men, Mayflower Hotel, Washington! 
Dp. ©, 

July 3-5—Annual convention, Trad 
Association of Advertising Distrib 
utors, Detroit. r 

Sept. 19-23—Seventh Internationa 
Management Congress, Washington! 
D. C. in 

Sept. 21-28—Annual conference 
National Industrial Advertisers As 
sociation, Cleveland. 

Sept. 28-Oct. 1—Annual convention 
Association of National Advertisers 
The Homestead, Hot Springs, Va. 

Oct. 8-9—Annual convention, Na 
tional Advertising Agency Network 
Washington, D. C. 
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Smith with Caslon 
Ralston Fox Smith has been named 
vice-president in charge of sales of 
Caslon Company, Toledo printer. 


In Atlanta 
THEY LISTEN TO 


—WATL 


SO BIG 


or SO BIG 


No matter what the size of your 
photograph may be, we can gue 
antee that it will retain its origine! 
quality and detail under our spe 
cially developed enlarging process 
And if you wish color we can ad¢ 
it with our Color-Glos process *¢ 
give the final touch of reality an¢ 
eye-appeal to your poster, counte’ 
display or portfolio. For rapid ece 
nomical service and the best results 
write or telephone: 


on 


CRAFTSMEN PHOTO COMPANY, ls 
245 W. 55TH STREET, NEW yORK 
Circle 7-1920 
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ads in most other media make no discrimination but newsstand magazines don’t sell in Worthless. 


People there are conserving their assets. So the newsstand magazines are reshipped o—— ee 


-?Last month 


g 


by the publisher in May to Allswell where buying is free and spending easy.-@ 


_|alone True Story made more than 700 individual reshipments of newsstand copies out of the poor areas, 


into good ones. You get a break. a Never is that exclusive magazine virtue “selectivity” 


more important than in uncertain times. To the extent of their newsstand circulations, magazines 


give your advertising dollar a protection unknown in other forms of media. Only the able and 


willing to buy will deliberately go out and pay 15c for a magazine in either Allswell or Worth- 


What is being done in February to get your ads in the hands of the spenders in May. 


an at)! y/ we, 


*Only magazines among all media, through their selectivity in newsstand circulation— follow fluctuating buying power— dropping off in spots where business is poor —building 
up where business is good. Tabulated here are the proportions in which eight major monthles give this protection to your advertising dollar: True Story, 74.8%; McCall's, 


_ Cosmopolitan, 34.1%; Good Housekeeping, 28.9%; Ladies’ Home Journal, 22.8%; Woman’s Home Companion, 19.8%; Pictorial Review, 18.1%; American, 17.3%. 
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FAEH, GENIUS 
OF AUTO SHOWS, 
DIES IN CRASH 


Chicago, Feb. 1.—Alexander Cyril 
Faeh, who as general manager of the | 
Chicago Automobile Trade Associa- 
tion, contributed heavily to the 
vaunted showmanship of the automo- 
tive industry, was killed last Friday 
in a collision between his automobile 
and a street car here. Conflicting 
stories were told of the cause of the 
accident, one being that the street car 
split a switch and veered suddenly 
from its regular course. Mr. Faeh, 

' 


Que 7 — — - | 


Put LIFE in your Ads!! 


E VERY month ... 100 new, smartly mer- 
chandised, photographic eye catchers to 
give point and potency to promotions. . . all 
situations . . . all kinds of business . . . all 
sizes ... ONE PRICE. 
Posed by New York's top models .. . 
in leading studio. Inspirational, clever and 
practical . . . great for idea men. A vast 
library of forceful subjects to meet every ad- 


shot 


vertising need RIGHT IN YOUR 
OWN OFFICE... at $5 a month. Glossy 
Prints or Mats. Write for free proofs. 
PHOTOMATS, 10 E. 38th St.. N. Y. 


Let's have our next 


sales meeting 
at the 
Za Ambassador” 


A lot of shrewd sales exec- 
utives have discovered that 
the Ambassador in Atlan- 
tic City is an ideal place 
for 


sales meetings and 


conventions. 


There’s every facility for 
work and recreation. Rooms 
to handle meetings from 
10 to 1000. Golf. Riding. 


And yet the luxury and 
comfort of the Ambassador 
costs amazingly little on 
either American or Euro- 
pean plan rates. 


The 


Ambassador 
Atlantic City 


William Hamilton . .. Managing Director 


AUTO SHOWMAN TAKEN 


Alexander C. Faeh, general manager of 
the Chicago Automobile Trade Associa- 
tion and responsible for much of today's 


showmanship in annual auto exhibits, 
who died in an auto accident. 


who was 61 years old, was promi- 
nent in the automobile industry 
in its early days, holding impor- 
tent posts with Rausch Lange and 
Owen Magnetic, two of the first elec- 
tric cars. Even more revealing, in 
view of his later success as showman 
extraordinary, was an interlude dur- 
ing which he trouped the country 
with Anna Eva Fay, a mystic of the 
early part of the century. This ex- 
perience caused Mr. Faeh to devote 
considerable thought to the principles 
of the pleasant deception which plays 
a primary role in showmanship. 


Getting New Members 


Mr. Faeh resumed his automotive 
work as assistant general manager of 
the National Automobile Dealers’ As- 
sociation, where he found ample play 
for his talents. He drove member- 
ship to new heights by employing 
pretty girls to attend special meet- 
ings at which white carnations were 
pinned on members and red on non- 
members. 

He was summoned to Chicago in 
1930 to take the helm of the local 
dealers’ organization. He was super- 
seded in 1932, but again became gen- 
eral manager in 1934. He devoted the 
interim to studying the stolen car 
problem for private interests, the find- 
ings being turned over to the state’s 
attorney’s office with salutary results. 

Mr. Faeh launched a fight to trans- 
fer the scene of the annual Chicago 
automobile show from the Coliseum, 
where it had been staged for many 
years, to the just-completed Interna- 
tional Amphitheater at 42nd and Hal- 
sted streets. He encountered bitter 
competition, both within ranks of 
the dealers and from the manufactur- 
ers who provided the sinews of war. 
The first vote was against the change, 
but after Mr. Faeh went into consul- 
tation with some of the recalcitrants, 
the victory was won by a narrow 
margin. 

Two reasons prompted the change, 
he explained. One was that the Am- 
phitheater, both because of its vast 
expanse and its 10,000 seats, was 
adaptable to the requirements of both 
exhibitors and the public. The sec- 
ond was that innumerable private ho- 
tel displays so diffused attention of 
car lovers that the industry as a 
whole suffered. The contracts prof- 
fered manufacturers under Mr. 
Faeh's new deal provided that exhib- 
its must be concentrated at the main 
show, other displays being banned 
during the period. 

Sought Women’s Attention 

if Mr. Faeh was forced to make 
some glittering promises in order to 
attain his end, the result lived up to 
the prospectus. He realized that 
women are the final arbiters of any 
industry, and that if the automobile 
shows were to continue to be the 
dominant annual event of the trade 
and have an excuse for existence, at- 
tention of women must be held. He 
realized, too, that most women are 
keenly style conscious and have an 
innate sense of color harmony. 

He employed experts to stage pa- 
geants in which lovely girls, exquis- 
itely gowned, should vie with the 
cars in which they rode for attention. 


|} schemes was 


walks of life, were 
groomed and the gowns and furs they 
wore harmonized with the varied col- 
ors and symphonic bands which served 
as the background for their appear- 
ance. In short, the spectacles pro- 
duced by Mr. Faeh were technically 
correct. He gave the Chicago motor- 
ing public, “The Giant Among Indus- 
tries,’ “The Goddess of Transporta- 
tion,” “Brides of the Nations,” ““Fash- 
ions of the World,” and “Hall of 
Stars,” all proving to his admiring 
constituents that salesmanship must 


| be dynamic, rather than static. 


His insistence on _ basic color 
credited largely with 


spurring research for new hues for 


automobiles. Manufacturers were 
once annoyed when Faeh demanded, 
long in advance of the show itself, 


that they list the colors and shades 
which would be used. After a few 
demonstrations, however, they bowed 
to the wisdom embraced in the Faeh 
philosophy and co-operated heartily. 

Mr. Faeh also staged the first 
trailer show in this country as a part 
of the Chicago Automobile Show of 
1935, giving this budding industry 
great impetus. 


BUCKLEY, DEMENT LOSES 
MERCHANDISE MANAGER 


Chicago, Feb. 1.—Services were 
held yesterday for Harold A. Woolf, 
merchandising manager of Buckley, 
Dement & Co., 
Chicago direct 
mail organiza- 
tion, who died 
Friday of double 
pneumonia  fol- 
lowing a kidney 
infection. Mr. 
Woolf under- 
went an abdomi- 
nal operation 
five weeks ago 
and apparently 
was well on the 
road to complete 
recovery. 

Though ony 45 years old, Mr. Woolf 
made a lasting reputation in direct 
mail circles, not only because of the 
soundness of his ideas, but the bril- 
liance of their execution. As merchan- 
dising manager and thus the court 
of last resort in the Buckley, Dement 
board of strategy, he insisted that 
fine layouts and striking color har- 
mony were as necessary in direct 
mail as in any other form of adver- 
tising. He was well and favorably 
known to commercial artists, who 
found that originality of conception 
always found a warm reception with 
Mr. Woolf. 

In recent years, he worked on ad- 
vertising of Schotten Coffee Company, 
St. Louis, and General American 
Tank Car Company, Chicago, two 
campaigns which won places in the 
latest list of direct mail leaders. He 
also contributed to the basic market- 
ing policies of these and other com- 


H. A. Woolf 


panies as a firm believer in the 
efficacy of harmonious dealer rela- 


tions. 

Before joining Buckley, Dement & 
Co. 15 years ago, Mr. Woolf spent 
three years with Atlas Robinson Com- 
pany, Chicago direct mail organiza- 
tion. A widow survives. 


MONTREAL PUBLISHER 


AND PEER IS TAKEN 
Montreal, Feb. 1.—Lord Atholstan, 
publisher of the Montreal Star, died 
here Friday after a lengthy illness. 
In spite of infirmities caused by ad- 
vanced age—he was 89 years old— 
the publisher spent several hours 
daily in his office until a few weeks 
ago. 

Born Hugh Graham, the publisher 
was knighted in 1908 and in 1917 
was elevated to the peerage. He was 
the first Canadian newspaper man to 
receive either honor. 

After serving on the Montreal 
Daily Telegraph, Word Atholstan 
joined George T. Lanigan in the pur- 
chase of the Evening Star, a strug- 
gling young daily, in 1869. His ad- 
ministration of the business affairs 
of the paper were often interrupted, 
he later recalled with a smile, to aid 
a balky horse in providing thé power 
with which to run the ancient press. 

The partnership was interrupted 
by rifts caused by Mr. Lanigan’s ad- 
vocacy of a union with the United 


The girls, though recruited from all | States, and Lord Atholstan became 
immaculately | 


sole owner. The Montreal Star Pub- 
lishing Company, which he formed, 
also became sponsor of the Family 
Herald and the Weekly Star. 


HOTEL EXPERT PASSES 

Memphis, Feb. 1.—Arthur Camp- 
bell, Jr., 31, director of promotion 
and advertising for Hotel Claridge, 
died of pneumonia at a hospital here 
Wednesday. 


LUBBEN, EXECUTIVE OF 


DALLAS PAPERS, DEAD 
Dallas, Tex., Feb. 1.—John Fred- 
erick Lubben, 72, secretary-treasurer 
ot A. H. Belo Corporation, publisher 
of the Dallas Morning News and 
Lallas Journal, died at his home here 
Sunday. He was connected with the 
company for 56 years, the last 32 as 
an officer. 

He began his newspaper career on 
the Galveston News in 1881 and in 
/1888 became business manager. In 
'1906 he was appointed secretary- 
treasurer. Mr. Lubben was trans- 
ferred to Dallas in 1926 when the 
Belo company sold the Galveston pa- 
iper to W. L. Moody. 


HAROLD G. KITT DIES 

Akron, O., Feb. 1.—Harold G. Kitt, 
advertising production manager of 
Firestone Tire & Rubber Company, 
died suddenly at his home Saturday. 
Forty-four years old, he was a native 
ot Newcastle, England. He would 
have completed 25 years of service 
with Firestone next June. 


Form Advisory Council 


for Screen Advertising 


The National Advisory Council for 
Screen Advertising has been organ- 
ized by J. Don Alexander, president 
of Alexander Film Company, Colo- 
rado Springs, and chairman of the 
board of General Screen Advertising, 
Inc., to align commercial film opera- 
tions with needs of advertisers and 
exhibitors. 

Sixteen advertising and _ theater 
executives have accepted membership 
in the group. 


“This Week” Accepts 


Color Fractional Units 


This Week, New York, will accept 
four-color advertising in fractional 
page units, John C. Sterling, head of 
the publishing corporation, has an- 
nounced. 

Horizontal half-page units will de- 
liver four colors at $1.46 per half- 
page per thousand circulation, and 
vertical three-fifths page units at 
$1.70 per unit per thousand circula- 
tion. 


Chicago DMA Elects 


Herbert Strauss, advertising man- 
ager, Riggs Optical Company, has 
been elected president of the Chicago 
Direct Mail Advertising Club. Other 
officers elected to serve with Mr. 
Strauss are: first vice-president, John 
Laad, U. S. Building & Loan League; 
second vice-president, George Meyers, 
Magill-Weinsheimer Company; third 
vice-president, Guin Olson, Chicago 
Paper Company; secretary, Roy Ry- 
lander, Rylander Company; treas- 
urer, Joseph Landis, Rand, McNally 
& Co. 


Opens Toronto Office 


Ellis Advertising Agency, Buffalo, 
has opened a Toronto office at 465 


Bay street, with Jack Culliner and 
Abby Muter in charge. Imperial Op- 
tical Company has appointed the 


agency for Eastman superthin blades. 
Newspapers and direct mail will be 
used throughout Ontario. 


Seeks Appropriation 

The Canadian poultry industry is 
seeking a $100,000 appropriation 
from the Dominion government for 
an advertising campaign to increase 
domestic egg consumption, which, ac- 
cording to a report, has declined 
one billion eggs annually in the past 
10 years. 


Gold wea Gets Two 


Calvert Hats, Inc., men’s felt hats, 
and Clark Sand & Gravel Company, 
both of Baltimore, have appointed 
I. A. Goldman & Co., Baltimore, as 
advertising counsel. 


Account to Kircher 


Erie Clothing Company, Chicago, 
has appointed the Chicago office of 
The Albert Kircher Company. A. S. 
Gourfain, Jr., is account executive. 


| 


Put Laat Tosh 
on ANPA Bureay 


Expansion Plan 


New York, Feb. 1.—With an ela). 
orate presentation which will be the 
spearhead of its drive in behalf of 
newspaper advertising virtually com 
pleted, the Bureau of Advertising o 
the American Newspaper Publishers 
Association announced this week tha 
the long-heralded campaign will ge; 
under way within a month. The ae. 
tivity is being directed by the by. 
reau’s Expansion Committee. 

Titled “The Road Ahead for News. 
papers,” the prospectus is of com. 
manding size and appearance with 
charts and panels in color, unfolding 
the present situation in national ad. 
vertising and offering a program 
whereby organized effort can recovery 
lost lineage and build newspaper yo}. 
ume to “a new high.” 


Research Need Stressed 


The presentation stresses the need 
for sound research as a basic tool in 
the promotion of newspaper adver. 
tising. Newspaper circulations are at 
an all-time peak, the committee 
points out, and reader interest can 
now be profitably exploited. Among 
the supplementary tools spot-lighted 
for the new sales job are strong pro- 
motion departments and_ effective 
sales forces. Emphasis is placed on 
the fact that the movement is for 
newspapers of all sizes. 

The major effort to bring non. 
members into the Bureau of Adver- 
tising will be made through “cap- 
tains” who will be appointed in each 
state. These men will use the new 
presentation in their selling efforts 
and will be supported by the mem- 
bers of the Newspaper Advertising 
Executives Association, the present 
Bureau membership, and members of 
special representatives’ organizations. 


Container for Clemson 

Clemson Brothers, Inc., Middletown, 
N. Y., manufacturer of hack 
blades, has introduced a metal con- 
tainer to replace cardboard boxes for: 
merly used for packing blades. Bleed 
spreads and pages will be used in 
business papers this month, the pro- 
gram for the remainder of the year 
doubling the space used in 1937. O.S. 
Tyson & Co., Inc., New York, is in 
charge. 


Forms Burns Agency 

Robert Burns & Associates, Inc., 
has been organized at 221 N. La Salle 
street, Chicago, to produce window 
displays, store material, direct mail 
campaigns, posters, labels and car: 
tons. The telephone number is Ran- 
dolph 3391. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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IN ADVERTISING GAINS..THE PHILADELPHIA 
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ADVERTISING AGE 


February 7, 193g 


Retail Lineage 
Index Shows 4% 
Loss This Year 


Chicago, Feb. 4.—Retail display 
advertising for this year through 
Jan. 29, shows a decline of 4 per 


cent below the corresponding period 
of last year, according to the ApvEr- 
TISING AGE Index of Retail Activity. 
During this period a total of 78, 
712,357 lines are shown for the 
major cities measured by the rani 
compared with 81,980,620 lines for 
the corresponding period of 1937, the | 
loss amounting to 5,268,263 lines. 
Compared with the corresponding | 
period of 1936, this year shows a | 
fractional gain of 0.4 per cent. 


Large Gains in Ohio 
For 
Jan. 29, 


the seven day period ended 
a total of 15,729,201 lines was 
carried. This is 1,223,830 lines or 7.2 
per cent less than the 16,953 
total shown for the comparable week 
of 19387. 

Unusually large gains shown for 
the current week in some of the Ohio 
Valley cities can be attributed to the 


flood conditions prevailing in that 
section at this time last year, para- 
lyzing business generally and_ in} 


@ It's always our desire to come 
through for you one hundred 
percent. We have the finest 
modern equipment, and an up- 
to-the-minute organization, with 
a reputation of producing the 
finest engravings, ad-setting and 
printing. Our day and night 
3-in-1 service enables us to 
deliver the finished job —on 
scheduled time—at a definite 
saving of TIME, TROUBLE and 
MONEY. We think and act in 
terms of results. That's why we 
are successfully serving so many 
of the leading advertising agen- 
cies and advertisers. Let us 
demonstrate the value of Faithorn 
COMPLETE SERVICE to you. 
Our representative will gladly 
show you samples of our work. 
Simply phone, Wabash 7820. 


Exceptionally well fitted to submit ideas, 
make layouts, prepare sketches and draw- 
ings—through every step of production. 


The production 
on this reduced 
advertisement 
was handled by 
Faithorn Corp. 


sar aver 


fer mader 
aon 


ALWAYS 


THE FINEST AT FAITHORN 
FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


You can use one or all—just as you wish, 
but all are here, ready to serve VOU ox. 
Speed, economy and satisfaction assured. 


FAITHORN 


CORPORATION 


504 SHERMAN STREET - CHICAGO 
TELEPHONE WABASH 7820 


DAY AND NIGHT SERVICE 


4 Jan. 29 
| 
| 


| by this Index. 
9 | 
4 


031 line | 


some instances, causing newspapers 
to suspend publication temporarily. 

Below is a table showing percent- 
age of gain or loss over 1937 for each 
weekly period of this year: 


IN Sarg Shr t olen ti cela ye areal piles —/.8 
| Jan. sexs en eae acon see ies —2.4 
NU TEN 565 te wale alg enh iae eed ee —3. 
iti ole ea Bias —5.1 

Ee Tate a wisis ook eats e eee —7.2 


The tabulation appearing elsewhere 
/on this page shows individual line- 
age figures for each city measured 


ROY BROWN IS 
ELECTED 1938 
_CNPA PRESIDENT 


(Picture on Page 19) 
Riverside, Calif., Feb. 3.—-Headed 
by Roy A. Brown, Sanger Herald, 
|new president, the California News- 
|paper Publishers’ Association today 
| mapped plans for action on salient 


| problems broached at its 60th annual 


| convention including legislation af- 
| fecting newspapers, newspaper pro- 
| motion, agency recognition, and a 


| group sales plan. 

Other new officers are William S. 
| Kellogg, Glendale News-Press, first 
vice-president and chairman of the 
dailies division; Neil Van _ Sooy, 
Azusa Herald, second vice-president 
and chairman of the weeklies divi- 
sion, and A. E. Snider, San Fernando 
Nun, re-elected secretary-treasurer. 

The executive committee includes 
Paul R. Leake, Woodland Democrat; 
Paul A. Jenkins, El Centro Post and 
linperial Valley Press; M. F. Small, 
Quincy Feather River Bulletin; 
George Savage, Independence Inyo 
Independent, and George F. Morrell, 
Peninsula Newspapers, Inc., retiring 
president. 


| 


Six Win Merit Awards 


| Six newspapers won merit awards 
| at a special session of the convention. 
| The Los Angeles Times’ trophy for 
the best front page of a weekly 
| member was won by the Chula Vista 
Star. The California State Chamber 
|}ot Commerce award for the best edi- 
‘torial page of a daily member was 
taken by the Riverside Press. The 
Ki Monte Herald won the award 
given by the Alpha Phi Gamma 
| journalism fraternity for the best 
|editorial by any member. 

The Lord & Thomas award for 
standing, disinterested 
service went to Louis B. Meyer of 
the Oakdale Leader for a campaign 
for better service to farmers in that 
district. Citrus Belt Craftsmen’s Club's 
award for the best entry in the com- 
mercial printing exhibit went to 
Dahl K. Sherer, Hiimar Enterprise, 
while the best special edition trophy, 
presented by 
was won by the 


out- 
community 


Azua Herald. 


Lineage Gains 
in Industrials 
Daring January 


Chicago, Feb. 4.—-Despite forbod- 
ings that industrial advertising 
would materially reflect the current 
recession in the heavy goods indus- 
tries, business papers in the indus- 
trial group showed an increase of 
.76 per cent in display advertising for 
January issues compared with the 
initial month of 1937, according to 
the tabulation of advertising volume 


published today in the February 
Industrial Marketing. The publica- 
tion views this initial display of 


strength as indicative of another 
good year for the business paper field 
as a whole. 

Papers classified in the trade group, 
which reflect more of the consumer 
goods promotion activities, registered 
a 1.96 per cent decrease in advertis- 
ing volume in 


publications serving the professional 


Crop of 7.42 per cent in display vol- 


ume against similar issues of 1937. 


Intertype Corporation, | 


— 


Index of Retail Activity i in 79 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1938, by Advertising Publications, Inc.) 


% Gain % 


Gain 


| 


January issues com- | 
. | 

pared with those for last year. 
The class group which includes 


and service fields trailed all with a} : eh . 
| to provide both transcription and live 


| store advertising. 


5-Week 5-Week 5-Week or Loss” or Loss 
Period Period Period 1938 1938 Week Week © Gain 
Ended Ended Ended over over Ended Ended or 

Citys Feb. 1, 1936 Jan. 30, 1937 Jan. 29, 1938 1936 1937 Jan. 30,1937 Jan. 29,1938 Loss 
Akron, O. ..... . 1,216,537 1,255,756 1,047,472 —13.9 —16.6 272,230 208,089 —23§ 
Altoona, Pa. .......... 491,561 541.702 439,026 10.7 —18.9 127,470 98,623 —22¢6 
Atlanta, Ga. ee 1,124,900 1,058,960 1,196,776 + 6.4 +13.0 218,638 234,458 7.2 
Saltimore, Md. ....... 1,671,482 1,791,163 1,702,363 +1.8 —4.9 337,636 344,241 + 1.9 
Birmingham, Ala. 815,878 996,170 1,028,356 + 26.0 +3.2 241,444 202,160 —16.3 
Boston, Mass. ..... 1,662,591 1,781,828 1,719,411 +-3.4 —3.5 332,582 289,418 —129 
Bridgeport, Conn. ..... 740,544 722,568 796,600 + 7.6 +10.2 153,972 165,340 7.4 
Bualo, N. ¥. ..-scees: 1,102,424 1,260,000 1,329,678 +- 20.6 +55 260,218 258,650 0.6 
eS ee ere 310,104 368,233 285,899 —7.8 —22.4 73,725 55,753 —10.8 
Cedar Rapids, Ia. 328,594 365,358 348,180 +5.9 —4.7 71,946 56,630 o~2 1.9 
Chattanooga, Tenn 537,278 543,935 503,936 —§6§.2 —7.4 116,185 107,073 —7.9 
fh!)  )) 2,296,558 2,493,000 2,380,810 + 3.7 —4.5 477,386 431,645 —9.6 
a a 1,283,183 1,192,808 1,279,767 —O0.3 +7.3 126,902 250,481 +97.4 
ComveMnee, Oo scccccas 1,583,226 1,660,542 1,716,511 +8.4 +3.4 313,120 338,943 +89 
Columbus, O....... Cie hae 3 = es «~~ Cea ; a 219,896 204,863 —6a 
NS, kg br tenicws 1,757,013 1,663,172 . 1,778,812 +1.2 + 6.9 351,899 382,460 +8.7 
SN Mie biaes alee we 1,113,364 1,139,124 1,081,186 2.9 —5.1 215,614 193,306 —10.4 
Denver, Colo. 864,518 855,690 849,662 — i | —0.7 161,600 151,785 6.1 
Des Moines, la. 516,251 504,996 516,090 i +2.2 109,174 101,069 —7.4 
Detroit, Mich, 1,681,613 1,786,715 1,602,475 —4,7 —10.3 366,425 321,840 —12.2 
ee ee eke aes) 6—60UC(<é‘“‘ SC 6 mtelelelete ae tthe 169,642 191,534 +12.9 
ER a rer 929,718 647,618 722,480 + 36.4 +11.6 146,930 138,180 —5.9 
Evansville, Ind. ..... ‘ 995,078 864,053 1,053,622 +5.9 + 21.9 82,348 174,184 +111.5 
Fall River, Mass. ..... 278,525 276,495 253,725 —8.9 —8.2 64,419 51,800 —19.6 
Qi oe 784,364 686,686 __ 679,196 —13.4 —1.1 130,592 119,000 —89 
Fort Wayne, Ind. ..... 825,783 877,100 831,166 + 0.7 —5,2 177,758 150,654 —15.3 
oT A ree $31,169 577,835 469,511 +8.9 —18.8 97,877 90,796 —7.2 
Grand Rapids, Mich. 715,330 842,730 729,488 + 1.9 —13.4 163,464 153,416 —6.2 
Greenville, 8. C. ..... 362,802 518,793 485,822 +33.9 —6.4 97,216 98,036 +. ().8 
Houston, Tex. ........_ 1,122,128 1,282,568 1,274,126 $13.5 ere 305,830 254,128  —169 
Indianapolis, Ind. ..... 1,301,041 1,397,809 1,420,606 +9.2 +1.6 245,280 239,260 —2.5 
Jacksonville, Fla. ..... 610,904 744,044 693,443 +13.5 —6.8 144,424 142,086 —1.6 
eovaey CHI, BH. devs css 179,657 169,777 164,387 -—8.5 —3.2 41,876 32,065 —23.4 
Kansas City, Kans. . 165,956 221,487 246,834 + 48.7 +11.4 63,063 41,020 —34.9 
Knoxville, Tenn. ...... 745,234 743,666 790,720 + 6.1 +-6.3 185,920 180,376 —3.0 
Little Rock, Ark. ..... 733,124 759,006 748,230 +2.1 —1.4 162,806 161,588 — 
Pee ae tS rr ee 2,050,176 1,999,280 ee —2.5 436,634 383,936 —12.1 
SO ae re 801,276 749,714 680,582 -15.1 —9.2 158,718 144,690 sz 
Manchester, N. H. .... 276,109 276,088 315,000 +-14.1 +14.1 57,782 64,552 +11.7 
Memphis, Tenn, .. tans 924,532 915,574 969,402 +49 +5.9 150,444 IS7,586 + 24.7 
Milwaukee, Wis. ...... 875,546 1,426,336 1,365,978 + 56.0 —4.2 286,556 253,761 —11.5 
Minneapolis, Minn. .... 1,344,761 1,405,184 1,224,737 —8.9 —12.9 294,970 242,139 —17.9 
New Bedford, Mass. 294,224 285,768 288,736 —1.9 +1.0 54,222 53,494 —1.4 
New Haven, Conn. 818,510 781,312 778,540 —4.9 —(.4 163,086 147,910 —9.3 
New Orleans, La. ..... 1,704,493 1,827,446 1,517,434 —10.9 16.9 484,493 287,973 —40.6 
Trew Tork, NW. Y¥:...... 5,292,225 5,492,644 5,152,226 —2.7 —6.2 1,069,151 972,453 —9.1 
tBrookivyn, N. ¥. ....<.. 573,8 620,175 412,803 —28.1 —33.4 117,861 87,436 —25.8 
Cy Ca 753.944 784,126 764,176 +1.4 2.6 154,980 153,328 —1,1 
OCaliané. "Cal. «oc is ss 572,935 573,831 592,970 + 3.5 +3.3 112,826 124,681 + 10.5 
Oklahoma City, Okla... 851,312 916,146 985,936 +15.8 + 7.6 195,860 205,800 +- 5.1 
xo Se See re 811,233 881,916 864,737 +6.6 —1.9 171,899 160,030 —aG.6 
Philadelphia, Pa. ..... 2,389,560 2,512,145 2,386,458 —0.1 —5.0 515,576 506,580 —1.8 
Phoenix, Ariz. ........ 644,504 603,106 712,390 +10.5 +18.1 130,676 125,678 —3.8 
Pitteiuren, Fa. ...60%% 1,804,362 1,909,054 1,750,672 —-2.9 —8.3 384,930 345,366 10.3 
rortiang, Ore. ..... ney 971,474 1,056,705 864,552 —11.0 —18.2 209,118 190,540 —N.9 
Providence, R. I. 1,105,936 1,107,672 981,651 —11.2 —11.4 225,559 203,160 —.9 
ReaGins, PA. «0.066: 684,656 802,620 764,960 +11.7 —4.7 160,132 158,298 —1.2 
Richmond, Va, ........ 1,005,270 969,626 945,966 «anh. 9 —2.5 197,330 176,022 —10.8 
$Rochester, N. Y. ..... 1,417,829 1,501,936 1,237,504 —12.7 —17.6 304,486 244,102 —19.8 
Rock Island-Moline ... 752,836 T68,488 833,000 +-10.6 +8.4 125,832 129,346 19 8 
Sacramento, Cal. ...... 747,744 750,330 679,336 —9.2 —9.5 155,288 132,328 —14.8 
San Antonio, Tex. ..... 537,306 547,582 539,486 +0.4 —1.5 102,123 100,927 —1.2 
Ban Diego, Cal. i.css.. 1,317,344 1,272,376 1,132,824 —14.0 —10.9 269,920 221,774 17.8 
San Francisco, Cal. 1,263,990 1,253,680 1,313,697 +3.9 +4.8 263,909 263,150 —0.3 
Seattle, Wash. ........ | 889,164 846,888 731,262 —17.8 —13.7 155,344 146,608 —5.6 
South Bend, Ind. ...... 643,781 801,867 646,543 + 0.4 —19.4 168,213 114,541 —31.9 
Spokane, Wash, ....... 650,129 648,858 656,810 + 1.0 +2.2 123,998 119,112 —3.9 
St. Louis, Mo, 1,325,750 1,542,470 1,434,115 +82 —7.0 312,235 280,580 aw 9,1 
St, PUR, BM, «vs ewes 1,034,518 1,007,245 1,043,367 + 0.9 + 3.6 187,998 181,064 —3.7 
Syracuse, N. Y. ....... 823,369 858,895 _ 774,154 —5.9 9.9 173,173 151,368 —12.6 
*Tacoma, Wash. ...... 485,052 541,756 490,882 1.2 ——9.4 104,936 95,984 —8.5 

iy) 2) Se 602,310 514,588 574,980 4.5 +11.7 116,704 128,912 +10 
Terao. Ge. iiss kis 1,111,280 1,115,670 1,067,289 —3.9 —4.3 250,346 217,894 —12.9 
Toronto, Ont., Can. 1,900,059 1,794,600 1,551,685 —18.3 —13.5 469,198 351,277 —25.1 
2 je ~ 285,180 313,516 279,356 —2.1 —10.9 68,698 58,884 —14.3 
Tiwiee, COR 643k iss 749,784 742,350 826,316 +10.2 +11.3 148,457 164,326 +14.5 
Washington, D. C. 2,879,168 3,040,620 2,748,788 aw OG 572,104 498,551 —12.9 
Worcester, Mass. ..... 887,014 890,585 1,032,161 +16.4 +-15.9 179,378 192,223 + 7.2 
Youngstown, ©. ...... 751,411 687,569 633,250 —15.7 -7.9 145,380 135,887 —6.5 
oi) ree are ee ee 76,434,070 81,980,620 78,712,357 +-0.4 —f.Q 16,953,031 15,729,201 —i.2 

a +New York American discontinued June 24, 1937. 
tBrooklyn Times-Union discontinued June 8, 1937. 


§Journal and Sunday American discontinued 


June S, 1937. 
*Daily Ledger discontinued June 23, 1937. 


FTC Issues Complaint 


The Federal Trade Commission has 


Ewald Re-elected 
by Outdoor Bureau 


Henry TT. Ewald, president of issued a complaint charging eight 
Campbell-Ewald Company, and all|C°mpanies and their trade associa- 
other 1937. officers have heen fre tion, Pyrotechnic Industries, Ince., 
elected by the National Outdoor Ad- Washington, D. C., with entering into 


agreements and engaging in a con- 
spiracy to fix and maintain uniform 
prices and discounts in the sale of 
fireworks. 


vertising Bureau. 

Robert Tinsman, president, Fed- 
eral Advertising Agency, was added 
to the directorate and Henry M. Ste- 
vens, J. Walter Thompson Company, 
vice-president, was elected to the di- 
rectors’ and officers’ operating com- 


Hamilton Gets Schanz 


mittee, succeeding Gilbert Kinney, of | ,, he uijam Erving Hamilton, ine., 
the same agency New York, has been appointed by 
: ‘ Schanz, Ine., New York custom 


tailor, to handle advertising of its 
clothes and a new shirt department. 
Newspapers and magazines will be 
used. 


Coggins, Mountain in 


General Outdoor Shift 


Cy Coggins has been promoted to 
the headquarters market representa- 


tive staff of General Outdoor Adver-| “Style Preview” Bows 
tising Company, New York. | Toe Sele Se ial , 

Robert Mountain has been ap- | Style ve Aghet, . bi-monthly, has 
pointed national contact representa- | — —s 218 W. 40th Srect, 
tive for the company’s Brooklyn |New York. It is being distributed 
branch. “| through newsstands and department 


| stores and sells for 25 cents a copy. 


McBride in New Post 


Jack McBride, formerly with A. 
McKim, Ltd., has been named pro 
duction manager for Ronalds Adver 
tising Agency, Ltd., Montreal. 


— 
—— 


DISPLAYS 


Designers & Builders 
CONVENTION -EXHIBITS 


WINDOW, reyes & Ni sap eta DISPLAYS 


ADVERTISER'S DISPLAY STU /D10S 
825 So. Wabash Ave. - Chicago, Ill.-Webster 4236 


- Your Sales Problem: 


Don’t guess—it can be solved 
Weick Market Research. For ye 
lishers, advertising agencie® 
manufacturers. 


| ARTHUR C. WEICK CO. 


| Sales and Market Analysts @ — Chicas® 


For Department Stores =~ >> >> 
Department Store Broadcasting | B G 
Service, Boston, has been organized 


talent radio programs for department 
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2.9 How widely do the benefits of a great corporation's work because modern automobiles required new 
a8 enterprise spread throughout the nation? That's a big products which have created new industries, for 
3 question to answer— but MILL & FACTORY has tackled example? 
‘3 , the job in a six months’ study of General Motors. How many men does it take to furnish the steel, 
18 | The whole vast report appears in an early issue. machinery, tools and equipment to keep this great 
1s manufacturing business going? 
OR the first time in the history of industrial How about copper, aluminum, lead, zinc—how 
America an independent engineering authority about wool, cotton, jute, hemp—or cottonseed by- 
has analyzed every phase of all operations of products? 
one of America’s largest and most successful How much of an investment does it take to 
manufacturing enterprises. He has studied confi- provide a job for a man in the factory which 


dential information never before available for 


' , supplies machine tools— how many thousand dol- 
independent appraisal. He has correlated here- 


lars worth of labor goes into the manufacture of 


tofore inaccessible facts in the fields of plant “labor-aiding” machines? 
engineering production methods, industrial re- 
=195 lations, industrial construction, purchasing, sales, These questions give only a hint of the sources 
as Snence. ete investigated to find out what the debt of America 
ie ’ , e ° e . & e 
ais is to this one industry — what it is doing today to 
= Plant pay rolls, dividends, taxes, material pur- industry at large. 


= chases se a — Pie This issue of MILL & FACTORY 
= question of America's debt will become a reference book 
+ to industrial enterprise. They hoe conmentaees, altiees, 


—25.1 
= only scratch the surface. A SUGGESTION economic writers — and the 
His How — rial jobs _ —_ TO ADVERTISERS AND THEIR eta ipl oe 
or? created by the suppliers who . which has hope is story 
nee provide semi-finished parts? ADVERTISING AGENCIES would sometime be told. 
° ° There is a practical opportunity here for A i 
annie How any little businesses any serviceable manufacturer to present We publish this announce- 
have grown uP because this a story of the economic and social values ment, not for the purpose of 
great corporation exists? of his business: in an issue which will selling extra copies, but for 
surely live. It is an opportunity to tell aw ball . f d . 
Where do the raw materials for the story of your own business. Tell the in ormation oe advertisers 
these suppliers come from? how it makes more jobs for more people. and their agencies, who may 


wish to be represented in so 
How many people are put to vital an issue. 
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RETAILERS WILL 
SPEND SAME SUM 
BUT SQUEEZE IT 


(Continued from Page 1) 
succeeding David E. Moeser, general 
manager, Conrad & Co., Boston. 

Although a substantial cut in ad- 
vertising expenditures was advanced 
as a distinct possibility, the general 
consensus was that it would be far 
more desirable to concentrate on 
more business from the same ex- 
penditures as last year with a con- 
sequent lowering of the ratio of 


FOR BUYING AND 
SELLING 


AWHUAL DEALERS 
AED CONTRACTORS 
CATALOG AND 


datly by ¥ 


E /3000 damian and 
material dealers | 


BUILDING SUPPLY NEWS will issue in 
March 1938, to more than 15,000 lumber 
and building supply dealers — who will 
make available to more than 70,000 
building contractors—only Catalog and 
Directory of materials, equipment and 
supplies ever designed for buying and 
selling force of industry. (Advertisement) 


RAPID’S 
‘STAT 
TRICKS 


save $ 
and hours! 


AY a rule where a Rapid 
Contact Man opens 
his kit of utterly new Rapid 
‘stat developments, it's all 
news to the onlookers. It's 
news that Rapid can slash 
engraving costs, cut type 
costs, speed layout, simplify 
retouching, set new effects 
for ads—and save hours of 
time. Why not call in a 
Rapid Contact Man and 
be sure you're abreast of 
Rapid's rapid development 
of ‘stats! 


Photostats— Giant Prints 


RAPID 


COPY SERVICE CO. 


7 BRANCHES: NEW YORK, 415 Lexing- 
ton, 444 Madison, VAnderbilt 3-3680. 
CLEVELAND, NINTH — Chester Bidg., 
MAIn 9325 @ CHICAGO, 110 So. Dear- 
born, 228 No. La Salle, 360 No. Michigan 
Ave., 173 W. Madison St., STAte 5977. 


FAIR TRADE RESULT 


Nasze Ceny Nie Sa Wyzsze! 
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1 8 SARNOWS 47) Broadway WLADYSLAW F. ROZEK 614 Walden Ave. 
CE SNA... 1997 Broadway KAZIMIERZ RB. SCHUNKE 876 Filmore Ave 
« GUM 1482 Broadway S DYNOWS&I 1170 Broadway 
C A DWORZANOWS) Depew, NY R. PANASIEWIZ 2195 Broadway 
USIAK'S PHARMACY. . 998 Svcamore Ul J. MARYNOWSKA Wikam & Harlem 
JAN USIAK D6 Lovewoy UL ® F BRZEZKI 1170 Walden Ave. 
FRANCISZEK B. MALECK) . 388 Amberst UL JAN A. NAPIERALSK 1937 Chntee UL 
LS Oxiishs 1325 Sycamore Ul HENRYK MIETUS S27 Dest UL 
PAWEL J MUZALEWSK) . 94] Clintoe UL PAWEL J. TOMAIA, 135 Rudge Rd, Lack, WY. 
Opiekunowie Waszego Zdrowia 


Twenty Polish druggists united in Buf- 

falo, N. Y., last week to launch a large 

space campaign in a local Polish daily, 

pushing products of national manufac- 

turers operating under fair trade 
contracts. 


promotion expense to gross sales. 
It was pointed out that promotion 
budgets calling for as high as five 
or six per cent of sales seemed 
‘like too large a slice.” 

Paul Hollister, executive  vice- 
president, R. H. Macy & Co., de- 
clared, “I cannot over-emphasize 
the necessity of aiming at a reduc- 
tion in sales promotion percentage 
cost. It is conceded that all distri- 
bution costs are unduly high and 
that their trend is upward. Sales 
promotion costs are more flexible, 
more ready of adjustment, than 
many other store costs. Those re- 
sponsible for sales promotion should 
accept this fact, and should fear- 
lessly underwrite, if not an actual 
percentage reduction, at least a def- 
inite program for study of every 
cost factor.” 


Need Careful Planning 


Emphasis on the need for more 
careful promotional planning was 
spotlighted by William H. McLeod, 
sales manager, Filene’s, Boston. 
One of the ever-present dangers in 
advertising the retail store, he 
pointed out, is the policy of ‘‘keep- 
ing up with the Joneses—trying to 
advertise everything.” He declared 
that natural store traffic and the 
value of point of sale displays 
should be given more careful atten- 
tion. About 80 per cent of the 
things a store sells are unadver- 
tised, he asserted, and one of the 
purposes in advertising the other 
20 per cent is to bring people into 
the store. 

Consistent dramatization of the 
store as a whole was stressed by 
Richard G. Barviscale, advertising 
manager, Kresge Department Store, 
Newark, N. J.. aS a means of in- 
creasing advertising efficiency. Re- 
marking that “the average depart- 
ment store advertising procedure 
has not changed in nearly 20 years,” 
Mr. Barriscale called for a retreat 
from “cut and dried, prosaic, hum- 
drum and singularly uninteresting” 
copy, and a new tack toward brev- 
ity with emphasis on pictures. 

Increased recognition of the value 
of displays was urged by Frank W. 
|Spaeth, vice-president, W. L. Stens- 
gaard & Associates, Chicago. He 
predicted that the day is rapidly 
approaching when “the sales man- 
jager and display director will spend 
twice as much time planning win- 
dow promotions, using the same in- 
telligence and energy which is spent 
today on planning newspaper adver- 
tising.” 


Pennwood Appoints 


| Pennwood Company, Pittsburgh, 
Pa., manufacturer of electrical nu- 
meral clocks, has appointed the 
| Montrose-Rosenberg Company, New 


York, to direct its advertising. 


‘*Help Wanted,” 
“Representatives Available,” 30 cents 
cash with order. 
$4.75 per inch. Write for descriptive 
insertions. 


The rates for this department are as follows: 


“Positions Wanted,” 


All other classifications (single insertion rates): % in., 


“Representatives Wanted,” and 
a line, minimum charge $1. Terms 


$2.75; 1 to 3 in., 
folder describing discounts for term 


HELP WANTED 


POSITIONS WANTED 


WANTED: To sell stock photographs 
in the Chicago area, man, gentile, over | 
25 or non-competing art service with | 
agency following. Catalogs and leads 
furnishec 

Box 1347, ADVERTISING AGE, N. Y. 


— 


POSITIONS WANTED 
Position wanted to take charge of 
movie production program for large 
national advertiser planning on mak- 
ing several movies a year as part of 
his advertising program. Am tech- 
nically qualified and with full back- 
ground of experience in all branches 
of motion picture photography, from 
handling camera to writing scripts. 
Box 1344, ADVERTISING AGE, Chgo. 

ARTIST—ART DIRECTOR 
Now employed. Ideal all around man 
for medium sized aggressive and pro- 
gressive agency. Layouts, finishes any 
medium. Lettering, pen and ink. 
Thorovgh knowledge photography, re- 
touching and engraving. 

Box 1346, ADVERTISING AGE, Chgo. 
SALES PROMOTION EXPERT 
With a background of proven success 
in creating and selling plans to na- 
tional advertisers wants connection 
with advertising or sales promotion 
organization where he can eventually 
participate in ownership. Age 37, 

Chicago resident. 

Box 1350, ADVERTISING AGE, Chego. 
ARTIST 

With extensive major agency, studio 

and free-lance commercial art experi- 

ence wants place with small agency 

doing layout and finished work on 

free-lance basis. Will act as art di- 

rector gratis. J. B., 7000 South Shore 

Drive, Apt. 205, Chicago, Plaza 3500. 
ARTIST 

Versatile. Layout, lettering, design. 

Photo-retouching, color, black and 

white. Line work. Prefer association 

with good figure artist or free lance 

group. 

Box 1345. ADVERTISING AGE, Chgo. 


Aut. AROUND AD MAN, young, alert. 
Write rough layouts, production. Mar- 
ried. 14 years experience. Age 33. Chi- 
cago territory. Around $200. 

Box 1348, ADVERTISING AGE, Chgo. 
Young man—good layout, design and 
lettering man exp'd with editorial & 
magazine adv, also mdse. displays. 
Box 1349, ADVERTISING AGE, Chgo. 


Space salesman —thoroughly experi- 


enced in local, national. Capable, effi- 


cient. Excellent copy, layout. Good 
habits. Qualified to direct depart- 
ment. Will go anywhere, 


30x 1343, ADVERTISING AGE, Chgo. 


ADVERTISING COPYWRITER, LAY- 
out man. Newspaper and industrial 
exp. Journalism and adv. graduate; 
young man with new ideas. Address: 
Adv. Man, 1307 Wabash St., Michigan 
City, Ind. 


REPRESENTATIVES AVAILABLE 
Capable man, advertising & selling, 
offers manufacturer exclusive pacific 
Northwest representation. 

Box 1342, ADVERTISING AGE, Chgo. 


bo you need active effective repre- 
sentation in New York? If so write 
Box 1249. ADVERTISING AGE, N. Y. 


PHOTOGRAPHS 
“PENNY” PHOTOGRAPHS 
A new sales creating idea. Increase 
your sales. Create interest. Stimulate 
business. Use gummed-back “penny” 
photos, tip them on your sales letters 
at low cost. Write for free samples. 
BERT MOSER 
Commercial Photographer 
547 S. Clark St., Chicago, III. 


MISCELLANEOUS 


You Can “Blow Up” Advertisements 

from newspapers or magazines for 
window display, dealer helps, ete., 
without buying expensive plates. New- 
est process reproduces anything 
from envelope enclosures to catalogs 
without typesetting or engraving 
costs. Investigate this new way to 
Save money, time and effort! 

300 COPIES (8%x11"”) $2.50 
Additional hundred copies only 25c 
Even lower prices for larger 
quantities 
All sizes furnished. Free descriptive 
booklet on request 
Laurel Process, 480 Canal St., N. Y¥. C. 


PHOTO POST CARDS 

SEND FOR FREE SAMPLES OF OUR 
NEW PHOTO AD-CARD. A new and 
novel idea in selling that brings re- 
sults. Don’t overlook this opportunity 
for additional profits. Write today. 

GRAPHIC ARTS PHOTO SERVICE 
3rd & Market Sts., Hamilton, Ohio 


Kastor Leads Agencies 


Using Transcriptions 


H. W. Kastor & Sons Advertising 
Company, Chicago, led the list of 49 
advertising agencies utilizing the 
vertical-cut wide range transcription 
facilities of World Broadcasting Sys- 
tem in 1937, Norton Cotterill, WBS 
vice-president, has announced. A to- 
tal of 108 selective broadcasting 
campaigns were placed by the agen- 
cies. 

Kastor used 19 separate campaigns, 
while Blackett-Sample-Hummert, Inc., 
placed 13 transcribed campaigns. 
Batten, Barton, Durstine & Osborn, 
Inc., was third with seven programs. 
Thirteen other agencies placed two 
or more campaigns. 


Vogue Rubber to 
MacDonald-Potter 


Vogue Rubber Company, Chicago, 
has appointed MacDonald-Potter, Inc., 
Chicago, to handle advertising of 
Vogue tires. 

Plans call for eventual use of 
magazines, newspapers and_ trade 
papers to advertise Vogue sidewall 
tires. Robert E. Potter is account 
executive. 


Blackett Sails to 
Open London Office 


Hill Blackett sailed for London 
Feb. 5 to look over the ground prep- 
aratory to establishment of a London 
branch for  Blackett-Sample-Hum- 
mert, Inc., Chicago. 

The question of personnel and ac- 
counts is being held in 


situation. 


King Appointed 

Street and Smith Publications has 
appointed Archer A. King, Inc., Chi- 
cago, as Western advertising repre- 
sentative for all its publications, in- 
cluding Fiction Group, Big Seven 
Group, Picture Play, Pic, Mademoi- 
selle and Air Tales. Frank Atkinson 
continues as Western advertising 
manager of Fiction Groups and 


abeyance | 
until Mr. Blackett has analyzed the 


Tel-Ad-Vision Displays 
Photo and Sound Effect 


Jules Strauss & Co., New York, is 
distributing a display device for 
point-of-purchase advertising called 
Tel-Ad-Vision, with offices at 1775 
Broadway. 

The unit displays up to 14 pictures, 
size 14 by 17 inches, which may be 
photos, drawings or reproductions in 
color or black and white, with sound 
effects which may be related speech 
or music. The device can be operated 
so that sound will be produced only 
when people pass near it. 


Three G Distillery 


Names Alvin Austin 


Alvin Austin Company, New York, 
has been appointed general adver- 
tising agency for the Three G Dis- 
tillery Corporation, Burbank, Cal., 
distiller of Old Cask, Straight Bour- 
bon Whisky, Old Three G, and other 
liquor products. 

The new campaign will include a 
schedule of outdoor advertising, 
newspapers and point-of-sale promo- 
tion. The account will be serviced 
from the agency’s Los Angeles office. 


ee | 


WIVES WELCOMED 


United Air Lines pioneers in this news. 
paper copy an invitation to wives to 
accompany their husbands on designated 
plane trips free. Two other air transport 

companies last week followed suit. 


Chicago Retail 7 
Combination Is 
Hearst Profter 


Chicago, Feb. 3.—An attractive op 
tional combination rate on retail dis. 
play advertising was announced 
Tuesday by the Chicago Evening 
American and morning Herald and 
Examiner, Hearst papers, whose man. 
agement was recently consolidated 
under Emanuel Levi. At the same 
time, an enforced combination rate 
for classified was put into effect. It 
applies to all classifications except 
employment agencies and obituaries, 
The new retail display combination 


pared with 92 cents, the sum of the 
open line rate of both papers, offer. 
ing retailers a saving of 29 cents, or 
about 31.5 per cent. Amusement, 
educational and financial copy is ex 
cluded from the optional combination. 
Advertisements run in combination 
must appear in consecutive issues 
without change of copy, but may 
start in either morning or evening 
paper. 
Adopt Line Basis 

With adoption of a forced combi: 
nation for classified, the Herald ané 
Examiner abandons the word basis 
on which transient classified was 
sold and returns to the line basis, 
on which both newspapers will oper 
ate. All classified advertising will 
appear first in the Herald and Er 
aminer, running through all editions 
of both papers on the same day. 

Robert L. Shless, former classified 
manager of the Herald and Examiner, 
has been appointed classified mar 
acer of both papers, with N. H 
Goldenberg, former classified mat 
ager of the American, as assistatl 
classified manager of both. 


ABP Adds New Member 


Associated Business Papers, Inc. 
New York, has admitted Hotel 
World-Review, New York, to met 
bership. 


STOCK PHOTOS 


Western Pine Meets 


Western Pine Association will hold 
its annual meeting Feb. 10 at the 
Hotel Portland, Portland, Ore. The 
sales, advertising and promotion com- 
mittee, headed by C. C. Stibich, sales 
manager of Tahoe Sugar Pine Com- 
pany, San Francisco, will meet Feb. 
8-9 in Portland to prepare advertis- 
ing and promotion budgets for the 
year. 


Anderson Joins Krivit 


Arthur D. Anderson, Jr., formerly 
promotion manager of National Shoe 
Fair and publicity manager of Na- 
tional Shoe Retailers Association, has 
joined Samuel G. Krivit Company, 
Inc., New York. 


Silver Moves 


Charles Silver & Co., Chicago 
agency, has moved from 612 to 737 
N. Michigan avenue. The telephone 


Picture Play. 


number, Superior 6625, is unchanged. 


ecoe0eeee? 
are available 7, we pent 
Telephone Harrison 3135 


to 
tion. Write, 
106 West 43rd St., NEW YORK 


Thousands of ready cube 
@ KAUFMANN & FABRY CO 
a Phone Brvant — a 


be 
illustrations, on all 
* 425 S. Wabash Avenue a 


open rate is 63 cents a line, com> 


garde 


jority 
happe 
petite 
now t 


| prepa 


Bui 


Bul 
will d 


S tion f 


use rag 
Eveni: 


} page i 


Biow 
charge 


H 


Foll 
for ju 
pany, 
follow: 
Pratt, 
Willias 
ment; 
in the 


Ge 
Nass 
pany, 7 
Frank 
to han 
Publica 


Le 


Joe 
lamed 
0'Meal; 
pany, J 
§80n-Pag 


te eee pt 4 Le - 4 ~ aa ‘ ig on / . % « $ Rigor 4) a m > r « a a oy. Ae - ~~ .* ae i i atare > oe Pees ¥ se 2 3 nid REESE 
i * 
Say ae 
ont - a a Fr. 
4 ~. ee ee 
ee ee E  ———————————eeV—_V—_OO — - 
Sas - . * * s 
ae TJEDNOCLEN ©) APTEK ARZE Nhé Pi ad pe iin ye EK 
+ ry Y, rs fy 
Co ee a4 — Ag C 
‘ ee - - eS | 
; a . - * " fp f 4 
ay ~ ng é ake ios z (WANA Paste : a a : f PP ie she! 
ee. gies |B | etl OC 4S) i pao 
Ss ame oaete & Sexe oss cavemen YO) ea ee he nes ‘ a 
rd cage snes as tgp eS sone =~ ae a oh. he Zr Lil hse, ; leas 
a. a ttl ae cen a, mal ;  Preoitad,. ‘ Hei 
ee — + S-eaen 6 vy ke. - ae , Cc 
ae WARMERS sGanct extn eode + waste © 4 . Pp 3 - 3 Stihef { 
P Sc Remar Maly me 1 Sa gon eet bets 4, Ws ; sou) 
$1.00 Rozmar Sete Tie | sees toon . etna Ts Jee eg o Ate 
$1.50 Reamer Duty $1.09 oan —— - = OS i aul ; in eal fied 
Sian LmieEnt oe ass - é sigs + - * | Sho 
. mee sisge@ begs = Soro asta 
- [Sa aes ae =e - 
ees a BSS > ae f 
neem gg | Be Romie 19 ee oe out! 
x | * or 3% O° 2 yo ae aes =) Yo e 
— denasen & Jenmece Red Cress ee, = ig ie A Lote =e! i ga 
oe muss axa mnraee tanere: | TEenaoaee” SO Sety Souder se SR plin 
| He Reema Be Se Reems Oe — se Recmare Se ome au Se em 
, | — Ne tee Hs s — ie 3% ——————ee Nee 5" * -- me new 
,s | ed ed Tinited Air Lines “== F * 
ae. seis 4} ee _ __| Sc... 
———— ro ee | nee , wise we SI han 
bs er : ——— ef * eA . 4 a4 ~y-~s < ties 
4 : rosie 125 3 4 stor’ 
nad rm autios Papemten: Ane meee | e 
ae cums moaees eeu = a | bus! 
atop s » a | 
woe bie Lh — 4% — a - | a SU 
ee | ie vo 1 | 
Wl aon ae thes 
een ae rth ; have 
Tea eae POC ented SO ee, i” | 
eater its : . ; ‘ ee Oe. ri 
ee min? oR Be a | 
Ce as J ] ity 
. ar’ Tae "ee 
Ae a : ie 
eg SUPPLY NEWS 
“oe T= — Pe Th 
( me 4 final! 
“) y ia, Grow 
tle ‘ ae Po 
Be . a | amen of 0 
Raton: a x that 
aod e 4 chan 
Mes the - ee til o1 
ae & ‘ ae at fo 
oa ty Spiarcrosy ' 
ae. 2: mane oie tion 
Pte ine ; ee & sas ee 
ye es ; Leh Sey, se EX) 
Spans Brae Ay me ‘ 
eek os = i Se ord. “thacr, Dy Sen ae $$$ eerenven logic 
Fg Ne 2  -\ Metepege 9 men 
ss p tig Pe he, — Bh atte Ss | —_!__L —_—______—__| Th 
rs oo yin ¥ be ss e: ts os 4 
a a IT 498 Oe Veg vhisne tops fray 19 wate 
a a " Nv) 
Te hs 
a i 
i = 
a is 
‘2 = 
— a , a 
a A Sa eed 
Gat 
of er as 
Ceara ma 
ae a ae | | ' 
* cok — — — ———$—$$$$$—$—————— eee | 
eS oe EP 
‘i Pst 
cas: ee 
ig 
‘ Z ” e } 
| | | 
a 
; aS, a : - 
sae Pe Pe = 
Ea ae 
Peon a cuiecdimeseemianits | 
Sc See ts 
: e ais sie! 
ot = 
> is 
vacant ie 
cea * ea Be = a : 
aula ee | Te Lyi 
a | en _ . ail bse be : —- id * ied 7 a ~ * 
@ a Saas 96 « 3 
a Ol ¢ 
: ae aid a 7. i a 
PO ve a\, eS 
Rx we. 
a | A ie F ¥ 
rae | fe 7 é eo m 
gral ae a; (= ' Y 3 
Gee Aes ee Pee Ard @ 
eaten od — ee }. ; 
ae as of 
pe a e - . ] 
‘ee — | "RE 
1 ce 
om io wi 
Be et Ls tor 
a SNR Sg) 
ae cla: 
it ee . 
7 _ == : 
an | . 
UBL 
coe | a th 
so ee we Oma, 
Leseghans ee oT _ ~~] 
sae oe 
min rake: 
een 7. 5 
Rarpeeeseie eo eRe Mi IS bi a ; : eae se es rea 
ye eee pe ge UP RM We II Se Og gs 8 EE Ra Re ee erie eg, ame eee ge pe ee ce ee RN aie als S aA 30 Sie hy RS ets Pee ee ah ee hak. Xe i eam sistas: Pie ie eit at Carine Sane cru 
ira ee ota. aaa Fy ue, th ys Sh: PO hahaa Poe o ak fae Pehe Woe se ares ee Wi bas EN aE) ae f mF caves baat - Mc. ; a ay ac, PP: Soe peers i ae ate sg: Mikes teeth iGo ae cd aC of sae & jer MSY Ang eV sab pens ey ae 
ue a Seo 4 as Fens, eNO TE Ce ae NN oe sy Sea ye =! ee ape ae ee ea mec 2 ee a ie ee ee mg: tA es eee Be ew as Sieh RE aie we pe a Sa Red *| Saas saga . ee A) Sar, ai MS antes s Sait oh he <= 4 ; pars Re Nee ee Cat ee ~$ se ag “ie eee here hae ele at dary ieee atl Pec fife ns ee ea 
Bees SD aaate ET BOING HOt Ma gr ee hee LANGE ele Ree BASE fot Sachs ee i aeee es inte aes is pS fo “aA: Ri ua PaaS Aig OR AG dy at ey wher ogi Gah oe fo ed ar ten AE Wea Hew = Sai Vc EN cae 
Soa eine PRATT iden MME eer y pene ae wena Frcs ks Teepe aan Se oS me PENS A hee nay That TONS LRG Are oe nied oy RM CR aR UTeEre MNP Oe, MMare r Tey ee A ore ay he Uh a FRE MAINT Ce BOR EY PRON Bae ee akc EX : ta terre BO Ee Ber Ses as pe Sm pre Me 


; february 7, 1938 ADVERTISING AGE 
. — J opens 21.68 Printers’ Ink (w) 
: ° ° bg anuary was 68, nes or 21.68 per | Printers’ Ink (w)........... 
Heinz Electric Cantor Leaves Texas Slight L Oss in cent. Printers’ Ink Monthly........ 
, for Camel P rogram e Largest users of space in the ad-| Sales Management (sm)..... 29,498 
Kitchen Widens Eddie Cantor, reported to have a P romotion Copy vertising press during the month/ Tide (sm) .................. 23,268 
five-year contract with Texas Com- J were magazines with 76,098 lines or ~ 
pany, will leave that company’s CBS Du ry 30.65 per cent of the total, followed| ¢ ° ae ? 
- Can Soup Scope show at the conclusion of 26 weeks r ing anua by newspapers with 57,722 lines or (Medicine Today’ Bows | 
early in — to a ~~ ae 23.27 per cent of the total. Other country, . others aaa allied 
(Continued from Page 1) pop inl an Un ahead Monday Chicago, Feb. 4.—Promotional ad-|important classifications and the| with medicine have just received the 
jase on life as the result of the/instead of Tuesday, with Cantor |vertising placed in the advertising| amount of space used were: radio,| initial issue of Medicine Today. The 
Heinz plan. splitting the hour with Benny Good-| press during January showed a slight | 22,414 lines or 9.03 per cent; advertis-| new monthly magazine, is edited by 
Campbell Soup Company, heaviest | man. loss from the preceding month, ac-|ing production, 18,900 lines or 7.61 ~ “gre ey a = — 
/ soup advertiser, has long been identi- Jack Oakie, who has starred for | cording to a report released here to-|per cent; business papers, 15,162 oe aa ao avenue ‘New York. 
fed with the Mayflower Doughnut | Camel, Maree the air. Texaco plans/qay. The January total of 248,038|lines or 6.11 per cent; farm papers, pirrscotinssanscsartet ihe ° 
, tain. 14,252 lines or 5.74 per cent; and e ee 
; Shops, which specialize in a few na-| @re uncer lines was 8,540 lines or .03 per cent | 14, ; 
— tionally advertiséd delicacies. Be pean less than the December total of 256,-| Paper, 13,874 lines or 5.59 per cent. rimeats Aste Division — 
= cause of the limited number of such Joins Free & Peters 578 lines. Publications on which this report wath. en taneinied Greaia. tei 
= fm cutlets, however, Campbell has re) Robert G. Patt, formerly with| Compared with the same month a/is based and their January lineage! Brench, Inc. Detroit, to handle 
= garded the plan as more of a sam- Campbell-Ewald Company, has joined | ¥e@r ago, when the publications on| records are as follows: advertising of the axle division. The 
3 pling idea than a serious effort at Free & Peters, Inc., Chicago, radio which this report is based carried a| ADVERTISING AGE (W)........ 104,860 agency will continue to handle the 
yi! new distribution. representative. total of 316,708 lines, the loss for! Advertising ¢ Selling (m)... 30,086' oil burner division account. 
~ The Heinz innovation, on the other a 
ag pand, opens up unlimited possibili- 
ties because of the innumerable drug 
¥ stores which do more or less food 
oa pusiness. Far from resenting such 
ne a suggestion as that offered by Heinz, 
it, these establishments are reported to 
eae have welcomed it, since the “electric 
en soup kitchen” takes up little space 
and offers a satisfactory profit. 
Follows Orange Strategy 
“~ 
>) The plan resembles the set-up 
finally adopted by California Fruit 
er Growers Exchange in its exploitation 
of oranges. The Exchange found 
that distribution through normal 
° op channels did not reach its zenith un- 
| dis & +i) orange juice was made available 
ince’ ® ot fountains as a result of installa- 
"Mi & tion of squeezers by missionary men. 
and Experts assert that soup volume, 
mal while heavy, has failed to reach 
date’ F iogical proportions because so many 
Same men are unable to get it at lunch. 
Tale The average restaurant soup is re 
ct. It carded with suspicion and the ma- 
‘XCeD\E jority of those who eat wherever they 
‘aries. F happen to be will indulge their ap- 
1atlolF petite for soup much more frequently 
Com now that they are able to inspect its 
ys preparation, it is predicted. 
offer: 
its, or 
ment? Bulova Doubles Amount 
ae Bulova Watch Company, New York, 
1atiol.F will double its advertising appropria- 
nation® tion for 1938 and will continue to 
issues§ use radio principally. The Saturday 
- may Lvening Post will carry four full 
veningp Page insertions during the year. The’ 
Biow Company, New York, is in 
charge. 
combi a ne 
ia anit) Hoyt Promotes Three 
| basis Following its 1937 training course 
d was’ for juniors, Charles W. Hoyt Com- 
basis, Pany, Inc., New York, has made the 
11 oper: following appointments: Richard 
ez will Pratt, assistant in radio department; 
a ED William Merriss, research depart- 
ne ment; and H. M. Howlet, assistant 
ditions ® in the contract department. 
ay. poate int 
sified ° 
neg Gets Nassau Smeltin 
aminer 
i mat™ Nassau Smelting & Refining Com- 
N. H@ any, Tottenville, N. Y., has appointed 
i mang tank Best & Co., Inc., New York, 
‘stant to handle its advertising. Industrial 
ea THE MAN WHO WRITES THE COPY SAYS, “ROGERS” 
b Loughlin to O’Mealia 7 
mel @ joo Edmund Loughlin has been 
‘Ss, Inc, named sales representative of - . ‘ " . i ‘ 
Hotl@ YMealia Outdoor Advertising Com- Engravings? Of course, they're a factor in the effectiveness of all illustrated advertisements and 
O s 6B ° sey y> o Dey e ° 
on-Passaic-Hackensack territories. 8 ° ° ° 
advertising matter. There is plenty of evidence to prove it. The research work and surveys that have 
been and constantly are being made by advertisers have piled up facts and statistics showing that 
é ‘reader interest’ is in direct ratio to the type and quality of illustrations used in advertising. So why 
@ ruin a good idea and high priced art work and photography with mediocre or poor engravings? Our 
. 7 . ege . 
¢ production department knows better than to ‘take a chance,’ because our responsibility to our clients 
is one not only of service and counsel, but one of wise buying and good judgment in the handling of 
their appropriations. ©] The fact that the Rogers Engraving Company have been doing our engrav- 
ings year after year should be ample evidence of their ability to serve as well as ‘produce.’ ”’ 
@ dnd Paper... . 19.7% 
# 3rd Paper... . 15.6% 
a When a newspaper leads its competi- 
@ tors in 19 out of 24 retail advertising 
dy to Classifications (as does The Seattle 
il a ie s) there can be only one answer: 
[ ‘SISTENTLY SUPERIOR RESULTS! Adolph 2 Buechele, President 
. “UBLISHED DAILY AND SUNDAY , 
-" the Seattle Gi Master Craftsmen of Photo Engraving 
ealtle Cimes 
ARA & . r n r. 
ne! 200] CALUMET AVENUE © Phone: CALumet 4137. « 
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CHICAGOS PREFERENCE FOR THE 
TRIBUNE REACHES AN ALL TIME 


1917 «1918 1919 1920 1921 1922 1923 1924 1925 1926 1927 1928 1929 1930 1931 1932 1933 1934 1935 1936 1937 79 000 
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TOTAL SUNDAY CIRCULATION 
IN EXCESS OF 1,000,000 


Chicago Tribune 


THE WORLD‘S GREATEST NEWSPAPER 


HIGH! 


ORE metropolitan Chicago 


families are reading the Chicago 
Daily Tribune than ever before. 


With city and suburban daily cir. 
culation at the highwater mark of 
681,793, the Tribune reaches over 
305,000 more metropolitan Chicago 
families than any other daily news. 
paper—the highest volume of lead 
in history. 

This is 81% more families than 
can be reached through any other 
Chicago daily newspaper—the high. | 
est percentage of lead in history. 


In the 1917-1937 period the 
Tribune’s daily circulation in Chi- 
cago and suburbs gained 437,038, 
or 179%. This is a gain more than 
three times greater than the com- 
bined gains of the two other Chi- 
cago daily newspapers in existence 
in 1917. 


It is a gain greater than the total 
circulation of any other Chicago 
daily newspaper. 

The Tribune is able to give adver- 
tisers more for their money because 
it gives readers more for theirs. 


It is the one Chicago newspaper 
which delivers majority coverage of 
all the families in metropolitan Chi- 
cago because it delivers what the 
majority considers to be the best 
value in a newspaper. 


The Tribune is published for and 
by Chicagoans, reflecting an interest 
in and understanding of its com 
munity not demonstrated by aay 


other medium. 


As the Chicago newspaper which 
has won the widest market for its 
own product, the Tribune is the 
logical¥choice of advertisers who 
seek here a wider market for theif 


TOTAL DAILY CIRCULATION 
IN EXCEISS OF 825.0! 
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A POSTER IN THE MAKING 


Ralph Entwhistle, widely-known artist, puts the last touches on a new 10-color 
William Jameson & Co. Irish American whisky poster. 


Coopers, Inc., Milwaukee, attracted considerable attention at the National Asso- 

ciation of Retail Clothiers and Furnishers convention in Chicago by presenting a 

cellophane draped "Cooperman" and his mate to display the first layer in full 
dress regalia, including Coopers’ shorts. 


TEA FOR MORE THAN 2 


Fitingly, after Miss Eleanor Kitichin 
right) told about Chinese affairs before 
. women's group of the Advertising 
= of Boston, Mrs. John T. Lambert, 
i of the Boston Evening American's 
‘eciate publisher, pours Chinese tea. 


A REVEALING DISPLAY FOR COOPERS 


Fe spectacular has just been erected in Los Angeles. 


SEEING'S BELIEVING 


Lincoln Bag Company, Chicago, is intro- 

ducing this new "Moth Seal Window" 

storage bag for garments, featuring a 

cellophane window which conveniently 

permits ascertaining no damage is being 
done within. 


POLES TOGETHER 


Van Camp Sea Food Company figura- 

tively brings the North and South poles 

together in both illustration and text 

with a record-size new campaign in 

magazines and newspapers, featuring hot 

and cold adaptability of its White Star 
and Chicken of Sea tuna. 


FEDERAL TRIES 


This new display, designed for both window and counter use for Props brassiere, 
product of H&W Company, Newark, is made of wood and wire, except for the 
three-dimensional bust portion. 


FRANKENMUTH MARK IS ANIMATED 


While the dog customarily wags its tail, Frankenmuth Brewery, Frankenmuth, Mich., 
presents its dog trade-mark “wagging” his head on this new painted bulletin 
to be used throughout the state. Drum Agency, Detroit, prepared the bulletin. 


NEW KIND OF TRUCKIN' PROMOTION 


Not a take off on the popular dance, but Federal Motor Truck Company, Detroit, puts a rythmic beauty note in the trucking 
field with this new promotion model. Stanley G. Mitchell (right), advertising manager, points out its virtues to K. M. Schaefer, 


general sales manager. 


BACKGROUND GIVES MOTION TO NEW SANTE FE SPECTACULAR 


Employing a new principle, labeled “scene-in-action,” with a neonized background giving the train a movin effect, this Santa 
The inventor is A. B. Leech of Los Angeles. The display was con- 
structed by Electrical Products Corporation of California and placed through Foster & Kleiser, Inc. 


COUNTER HELP 


Weston Biscuit Company's package for 
its English Quality Biscuit is made to 
match the carton in this counter display 
and carton combined. The carton was 
produced by Hinde & Dauch Paper 
Company, Sandusky, O. 
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